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Ford Doster Supplies Theme 
For Silverwoods Promotion 


Silverwoods has always made it a point to 
carry a far larger range of clothing sizes 
than most stores in the West feel called 
upon to stock. Accordingly, when several 
hundred new Ford outdoor posters were 
released in Los Angeles, each poster pictur- 
ing three hard-to-fit men and reading: “We 
are hard to fit, but a Ford V-8 suits us,” the 
theme immediately appealed to us as a nat- 
ural tie-in. 

We at once began a promotion on odd- 
sizes. Securing the necessary permission, 
we reproduced the poster in a newspaper 
advertisement. We mentioned it prominently 
in our radio program the same evening the 
advertisement appeared. The program for 
that particular occasion happened to be a 
dramatization of Alexander Dumas’ “The 
Black Tulip,” which gave us an opportunity 
of calling attention to the fact that Dumas, 





By GLENN BAUGH 


Silverwoods, Los Angeles 


like one of the men pictured in the Ford 
poster, was large and hard to fit but that 
he would present no problem for Silver- 
woods. 

Finally, we reproduced the outdoor poster 
in the background of one of the windows of 
our store at Sixth and Broadway, with a 
miniature poster in the foreground picturing 
the men in new Hart Schaffner & Marx ap- 
parel. Three mannequins, the faces of which 
had been made over with putty to be sur- 
prisingly close likenesses to those of the 
men on the poster, were grouped at the right. 

As an additional tie-in, we mailed letters 
to each of the eighty-three Ford dealers in 
Los Angeles and vicinity, with from ten to 
twenty-five reproductions of the newspaper 
ad enclosed. We asked that the ads be 
passed on to each salesman. The response 
to the letter was enthusiastic and friendly. 


Rae Pose: icis-r 


"Were hard to fit but the 


FORD V8 





Silverwoods has established a_ definite 
plan for tying up newspaper advertising with 
major window display ideas this spring, with 


extremely gratifying results so far. In this 
particular hard-to-fit promotion, however, 
we went considerably further and utilized 


practically every form of advertising: dis- 
play, radio, newspaper, “outdoor,” direct 
mail. And not to be forgotten is the very 
important word-of-mouth advertising which 
the tie-up with the Ford poster created. 
(Editor’s note: Apparently, Los Angeles 
advertising men like Phil Lansdale, who is 
in charge of advertising for Silverwoods, 
and Glenn Baugh, display director for the 
same firm, are constantly on the lookout for 
sales stimulating tie-ups. For example, turn 


to pages 8 and 9 and see how Carl Ahlroth, 
The May Company, used the Jell-O radio 
program to push the sale of hats.) 
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Dramatic Lighting 


By O..P. CLEAVER 


Westinghouse Electric & Mfg. Co., Bloomfield, N. J. 


A very common expression today among 
displaymen is, “Dramatize your merchan- 
dise;” it is so frequent a thought that it is 
almost trite. But usually they go only half 
way; they give infinite attention to the win- 
dow backgrounds, their mannequins, their 
stage props, the various decorations used, 
including price tags which have’ gone 
“smart’”—but the lighting is usually consid- 
ered with a “gone with the wind” attitude. 

There is a smaller group of our unique 
designers, however, who have discovered 
that dramatizing merchandise is not a trite 
expression but a reality when lighting goes 
dramatic along with the other props. 

Light has a long and honorable career in 
the drama—many times as one of the chief 
actors—and there is no reason why it can 
not add its dramatic quality to display win- 
dows—even though they are for a greater 
portion of the time outdoor stages, so to 
speak, where sunshine floods them with light. 

The dramatic qualifications which light 
has to offer the stage and the window dis- 
playman are briefly these: 

1. Intensity. 2. Form. 
4. Color. 

Intensity is a dramatic quality of light 





3. Movement. 


ae eae 





that is more effective in your windows than 
speaking mannequins or brass bands, when 
used as it should be. One glance is more 
effective than a thousand words; seeing is 
believing. The ages have handed down 
proverb after proverb attesting to this fact. 
How much light is enough light in your 
windows? Well, I do not apologize when I 
say that if all illuminating engineers were 
placed end to end on this subject they would 
not reach a conclusion. Don’t blame them; 
there are many variable factors which must 
affect the solution and a general answer is 
not possible. 

Not only time, but also the size of the 
object displayed and contrast between it and 
its surroundings all aid in determing how 
much light is enough light. Nature, realiz- 
ing this, in her generous way gave us an 
abundance of light for our days. Yet when 
darkness comes we not only do not follow 
her lead, instead we reduce the lighting to 
as little as one-twentieth of its daylight 
value. We go even further; we often do 
this without regard for the factors of time, 
size, contrast—especially contrast, which at 
night should not only include contrast be- 
tween objects and background, but between 





your window as a whole and your neighhors’ 
window on either side. 

The window displayman when in doubt 
can always take a tip from his brother under 
the skin—the stage director. A good d'rec- 
tor divides his stage into specific areas 
where the heavy emotional scenes are al- 
ways played—he moves his actors there 
deliberately, and it is there that the stage 
lighting expert directs his spotlights and 
beamlights until those spots fairly burn with 
light. His audience must see every little 
action of the players if the effect is dramniatic. 
Of course, the audience rarely is conscious 
of these high areas of brightness, for the 
clever stage lighting engineer softens the 
areas of brightness by flooding the rest of 
his stage with much lower but general il- 
lumination from footlights and border lights, 
Nevertheless, the dramatic effect is even 
heightened by his subterfuge. 

How much more fortunate is the display- 
man whose actors never move after being 
placed and whose acting areas are nothing 
more than the sections of the window where 
his articles of merchandise are displayed. 
Modern window architecture permits the 
concealment of spots and floodlighting equip- 
ment, and modern manufacturing has devel- 
oped small and compact spots that will make 
your merchandise fairly glow with light and 
stop your potential customers dead in their 
tracks day or night. The displayman’s elev- 
enth commandment is, “Remember your act- 
ing areas and keep them bright.” 

Of course, there are certain limitations 
to this dramatic way of distributing bright- 
ness or intensity in windows. Some win- 
dows have many objects in them, others have 
only one or two. Spotlighting definite act- 
ing areas is very suitable for windows dis- 
playing one object only. In other types of 
displays, emphasis must be laid on a high 
general level of illumination. A combina- 
tion of the two methods is an ideal to ap- 
proach. 

Mae West helped start a feminine move- 
ment known as the “back to the form move- 
ment,” and was reputed to have used as her 
slogan “a curved line is the loveliest distance 
between two points.” It is a known fact that 
not only do highlights and shadows affect 
people, but that the shape of these high- 
lights and shadows are almost equally effec- 
tive. A long shapeless figure with out- 
stretched arms, hovering from above, always 
gives you the creeps because it makes you 


—tThis display by Bonwit Teller, New York 
City, illustrates the possibilities of dramatic 
lighting and the use of interesting shadows. 
Note the dancers on the background. The 
trick was simple, being done with mirror: 
and a cutout of the two figures. A Fres 
nelite shining directly on the mirror (placec 
slantingly on the floor at the rear) gave the 
desired result. (Photograph by courtesy of 
Century Lighting, Inc., New York City)— 
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—One patron of Lord & Taylor, New York 
City, was heard to describe their glove 
window as “definitely 1937." The attrac- 
tiveness of the lighting speaks for itself. 
_. . Best & Co., New York City, employed 
shadows effectively in the display in the 
center. (Photographs by courtesy of Cen- 
tury Lighting, Inc.) . . . From across the 
continent comes the beautiful display with 
the coronation motif. Created by Bernard 
Heims, Lipman Wolfe & Co., Portland, Ore., 
the background was pale green; the ends 
of the windows were in a reddish-pink, in- 
cluding the venetian blind. The center 
niche was in gold, with quilted white moire— 


thi:« of ghosts, doesn’t it? The stage for 
mary years has represented prisons by cast- 
ing long horizontal streaks of light and 
sha lows on the background of the scene. 

\\e are affected by the form or pattern of 
light, and if a display is to be dramatic 
care must be given to make those forms 
attractive and dramatic, however subtle that 
attraction quality may be. We have means 
readily available for projecting our shadows, 
and even home-made devices are ofttimes ef- 
fective. Rough angular spots of light some- 
how to me suggest the masculine. while 
round, graceful, curved splashes of light are 
wholly feminine. Why not pattern and form 
your light—study the psychology of form 
and then apply it until you develop a tech- 
nique? It will dramatize your merchandise, 
making your windows subtly different even 
in the daytime as compared to their night- 
time appearance. 

Light movement is decidedly dramatic 
—though one of the most dangerous dra- 
matic qualities to play with. It has the fac- 
ulty of getting out of control and becoming 
too interesting in a window where the prin- 
cipal actors are motionless. Motion of any 
kind in a window is a moot question. The 
Fifth Avenue Merchants’ association forbids 
motion of any kind in windows. 

But regardless of the diversity of opinion 
among display experts on this subject, light 
still has the dramatic quality of motion. 
Light seems fairly to reach out and to burst, 
as it were—which of course it actually does 
not. 

Movement of light may be either one of 
five ways: (1) a movement from one physical 
location to another; (2) a building up of 
light intensity or the lowering of it at one 
location, by means of some dimming ar- 
rangement; (3) by a change in form of the 
light (from a round to a square spot) ac- 
cording to a regular cycle, and (4) the thou- 
sands upon thousands of color changes that 
are possible today with our various color 
screens, our ability to project moving col- 
ored scenes on backgrounds, our many col- 
ored lamps, or improved equipment for 
Projecting colored light; (5) movement by 
a combination of any two or all of these 
other four ways. Just where and how to 
use movement in your displays is difficu't 
to discuss in a general way. It’s much 
easier to tell you when not to use it. The 
best advice I have ever heard on the subject 
came from the lips of a Negro mammy, who 
said: “Lawd, child, when you ain’t got no 
education, you’s simply got to use your 
brains.” We have no formal education on 
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the subject, so we just have to use our brains 
in applying movement. 

I could not have made a better statement 
had I been referring directly to the fourth 
dramatic quality of light—color. Color is 
our life, whether we know it or not. It 
reaches to the innermost recesses of our 
bodies, and, I strongly suspect, to our inner 
minds as well. 

In the December issue of DISPLAY 
WORLD I discussed at length the simple 
facts of colored light as applied to windows. 
I warned against using color to attract 
without enhancing the merchandise — even 
distorting its appearance. I spoke of the 
difference in the primary colors of pigments 
and those of light, which are green, red, and 
blue, from which white and the colors of 
the rainbow can be produced. I explained 
how it could be used to create time, place, 
and mood ‘n your window and yet. display 
your merchandise in a favorable and true 
way. For instance, I advised against strong 
colors in your windows although I did not 
deprecate the value of boldness in your 
color selection if in good taste. 

What do we know about the psychology 
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of color today? Nothing for sure—some- 
thing by practice. We know that colored 
light moves people emotionally. It is the 
displayman’s job to make that emotion the 
buying kind! Women like warm colors 
when pigments are used—the reds, the am- 
bers, and, of course, buy us red ties for 
Christmas. On the other hand, men pref 
the blues, greens, and cool colors in pigine 
—that’s why men don’t wear red ties, «ven 
though they have found other reason: to 
exp!ain their preference. The psycholczist 
has been hard pressed, however, to explain 
why this color preference is exactly oppcsite 
when light is involved. Men like warm 
tints of light—amber, and yellow—women 
like the cooler colors—moonlight and the 
surprise pinks. 

That is the one important principle to 
remember when any or all of the dramatic 
qualities of light are used: their use is a 
matter of sales rather than beauty. ‘hey 
must enrich the beauty of the merchandise 
displayed. Their use for effects and novelty 
in windows alone is as wrong as sin and I 


abhor the present tendency toward the evi- 
dent emphasis on decoration to the detri- 
ment of the merchandise displayed. 
Certain serious and sincere displaymen, 
however, are rapidly sensing these dramatic 
qualities of light, and have begun to use 
them objectively rather than subjectively. 
There are two schools of such displaymen 
which for lack of a better name to call 


—Charles A. Merrill, Seidenbach's, Tulsa, 
Okla., is the author of the display shown at 
the top of this page. Merrill believes in 
blending colored light for best results: "One 
spotlight may kill the color of a garment, 
whereas when another spot is also used the 
result may dramatize the shade of the 
merchandise." ... The center illustration is of 
another display by Bernard Heims. Corru- 
gated display board was laid horizontally 
with white fabric screens behind which mod- 
els entered and left the window. .. . The 
final display features Dobbs hats and was 
staged by Charles A. Merrill. Windows at 
Seidenbach's, which is a specialty shop, are 
changed twice weekly by Merrill and his 
three assistants— 
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them I will describe as the realist, and the 
impressionist. The realist has adopted the 
technique of the stage almost completely. 
For instance, he will construct a scene or 
background for displaying bathing suits by 
actually painting a beach and ocean as a 
background. Usually his lighting is conven- 
tional. 

As for the impressionist, he will create the 
time, place, and mood not with painted scen- 
ery but with the form, color, and intensity of 
light on a plain white background. He sug- 
gests as cleverly as possible, and the imagi- 
nation of the window shopper fills in details. 

Some beautiful work has been done with 
this in New York and a few other cities, 
some of which have notably developed a new 
window lighting technique. All the dramatic 
qualities of light are used, with the possible 
exception of movement. But these windows 
do have such a thing as static movement, 
if there can be such a thing, for they carry 
the eye from object to object with force, 
but without obvious effort. Shadows have 


been carefully considered, colors made dra- 
matic but also revealing, and arrangement 
of display vital and almost tense—function- 
alism is certainly present, for nothing is used 
that does not point up the merchandise. 

A new spot-floodlight with a special Fres- 
nel lens that gives excellent beam control 


—In the first display on this page, Weber 
& Heilbroner has done a fine job of ac- 
centing the texture of the apparel, while at 
the same time associating their colors with 
those in the portrait. (Photograph by 
courtesy of Century Lighting, Inc.). .. . 
One of three scenes for a display of chil- 
dren's wear as designed by Bernard Heims. 
Operated by a turntable, each scene paused 
for several seconds before being changed. 
Note how the light has been concentrated 
at the center of the window. ... No black 
and white picture can do justice to this 
colorful window. The pattern of the light, 
its color, and the varying intensities cre- 
ated a most unusual setting. The screen 
silhouetted against a background flooded 
in gold light made a perfect foil for the 
mannequin lighted by a Fresnelite equipped 
with surprise pink color screens— 
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at very high efficiencies has been developed. 
Other equipment, too, is available that sup- 
plements these spots; there is a special spot- 
light with accurate beam control making 
possible squares and angular patterns of 
light. Along with progress in equipment, 
there has been progress in lamp design also 
which has resulted in smaller sizes and 
more concentrated filaments. These lamps 
and improved spotlights give those strong 
beams of light which are so necessary in 
windows if daylight color and shadow effects 
are to have value, even though not so defi- 
nite due to the washing out effects of high 
intensity daylight. Moreover, the advent of 
color, for flooding your windows in tinted 
light economically and inconspicuously has 
made the new lumiline lamp doubly impor- 
tant to the displayman. Naturally, to employ 
all of these effectively in this new manner 
requires experimentation and often discour- 
agement, but advice and aid is always avail- 
able from the illuminating engineer and 
the results indicate the effort is worth the 
try. 
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Spring Comes to Los Angeles 


By C. F. WILLIAMS 
Artistic Displays, Los Angeles 





It is difficult to imagine that spring would 
make much difference to residents of Los 
Angeles, where there is not the maerked ‘“( 
change in seasons that is found in «ther I 
sections of the United States. But style 4 
habits and seasonal fashion changes «xert 
their influence on the Los Angeles dis lay- 0 
man just as much as they do on the men r 
in Detroit or Boston. P 

At Silverwoods, for example, Glenn Paugh $ 
caught the spirit of the new season in a C 
clever tie-up with the theme of economy, as si 
illustrated by the first photograph. Super- b 
imposed on a dark background was a large € 
Dutch shoe from which tulips rose to fur- 


‘ ther carry out the Dutch idea and to siress r 
the message in cut-out letters: “Your Dutch | oF 
treat for Easter.” tt 

Silverwoods does not miss any opportuni- C 
ties to correlate their complete advertising it 
program, as is shown by the window card Ji 
at the extreme right of the display. This 
called attention to the fact that their radio g 
program for a certain date would present a pl 
featured player in an air-dramatization. Ad- at 
ditional evidence that the store’s advertising by 
department is on its collective toes is made 
manifest by the clever display tie-up with Ww 
national advertising, as covered by the arti- th 
cle and photograph on page 3 of this issue in 
of DISPLAY WORLD. th 

Carl Ahlroth, who guides the destinies of to 
the display department at The May, greeted N 
the vernal season with an attractive men’s cc 
wear window in which the “Kover-Zip” was n 
demonstrated most effectively by means of a st 
“Zip-o-Meter” which continuously opened 
and closed the patented device. Shadow- | 
boxes at each side of the display were E; 
flanked by ruscus trees. to 

Ahlroth was not slow to catch the possi- dc 
bility of tying-in a window display with a of 
national radio program, and the result is tri 
illustrated by the final picture on this page. ca 
For a presentation of hats of the type worn Wi 
by Jack Benny, popular radio star, Ahlroth Tl 
showed four scenes from the life of the cr 
comedian. At the left of the window was a pit 
child’s mannequin representing the “virtu- flo 
oso” at the age of 10, violin and all. A sc 
panel background was covered with musical | 
notes and bees desperately seeking to escape Wi 
from the scene. On a stool was placed a ca 
conception of the hat Benny wore when he an 
was 10 years old. A window card read: in 

me 
—By Glenn Baugh, Silverwoods, the men’s ys 
wear window above used a "Dutch treat’ 
theme to present the idea of economy in ple 
Easter purchases. Tulips added a touch of gr 
spring atmosphere. . . . Carl Ahlroth, The for 
May Company, is the creator of the displays 
in the center and lower illustrations here. Ne 
The Jack Benny tie-up showed four scene: F 
from the life of the violin "virtuoso," clev- 0 
erly tying-up with the radio program s« 
popular with millions. Humor was featured Sa 
the final scene getting down to cases by Lic 
displaying hats of the type worn by th: Lie 


comedian— Pa 
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—Two displays by Aubrey L. Maley, The 
Broadway, Hollywood, and a third by Carl 
Ahlroth. Candles in cream, shaded with 
pink, with matching screens and platforms 
made the Easter windows of Maley fully in 
keeping with the spirit of the season. The 
last photograph shows one of the windows 
used by Ahlroth for the store's spring 
opening— 


“Master Jack Benny, age 10, played “The 
Bee’ on his violin—P. S. This caused the 
‘Flight of the Bumblebee.’ ” 

The second scene was a life-size blow-up 
of Jack Benny, complete with ornate cart- 
ridg: belt, holster, and forty-five, as the 
sheri:t in the radio skit. A poster told the 
story: “Buck Benny rides the range—P. S. 
Cigar is loaded; gun is not.” On the usual 
stoo! reposed two cocoanut halves, described 
by a card as “Buck Benny’s faithful hoss, 
Clap'n’clatter.” 

Scene three used a mannequin clad in a 
reproduction of the clothes worn by “Buck” 
Benny. The figure stood before a toy elec- 
tric range, and a card explained: “May 
Company maintains its store policy—truth 
in all matters—and admits this is the closest 
Jack Benny has ever been to a range.” 

In the last scene the panel bears a photo- 
graph of Benny; in the foreground is a dis- 
play of hats and a card reading: “A master 
at 10—a master today and the hat he wears 
by The May Company.” 

Another feature of this window which is 
worthy of comment is the fact that it marks 
the introduction of comic-strip technique 
into display. There is a definite continuity 
throughout; the window is “read from left 
to right;” and there is certainly humor. 
National advertisers are finding that the 
comic-strip style gets results, and there is 
no doubt but that this fine display idea 
stopped plenty of customers. 

Aubrey L. Maley, display manager for The 
Broadway, Hollywood, used “Little gifts for 
Easter” as the subject of the display at the 
top of page 9. (We admit that Hollywood 
does not strictly come under the heading 
of this article, but the two cities are inex- 
tricably associated in the minds of practi- 
cally everyone, hence the inclusion.) The 
window presented all types of spring flowers. 
The group of candles in the center was in 
cream shaded in pink. The panel was also 
pink as were the round platforms on the 
floor. Corsages were arranged around wire 
screens at each side. 

Similar treatment was given the millinery 
window, also by Maley, so far as panel and 
candles were concerned. Small butterflies 
and birds were placed on the lilies and ferns 
in the center. Each hat bore similar adorn- 
ments. The scroll read: “Millinery tongue 
twisters—bees, birds, butterflies, blossoms.” 

One of Carl Ahlroth’s spring opening dis- 
plays is shown in the last picture, featuring 
gray as an outstanding shade for a Cali- 
fornia spring. 


New Display Club 
For Salem, Ore. 

A display club is being organized in 
Salem, Ore., under the guidance of B. C. 
Lieuallen, Miller Mercantile Company. 
Lieuallen is a regional director of the 
Pacific Coast Association of Display Men. 
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Utility Displays By Ray Martin 
Consclidated Gas Company 
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an automatic GAS WATER HEATER 


—Typical of the distinctive utility displays created by Ray Martin, Con- 
solidated Gas Company, New York City, are the six shown above. 
Martin, whose displays have been awarded prizes in many competitions, 
was recently made art director for his firm. He believes in backing up 
window presentations with a tie-in on the interior. The studio over which 
he presides makes displays for a number of affiliated companies, there 


oe 


INSTANT HOT WATER -ahuzys 
woax AUTOMATIC WATER HEATER * 


being a total of forty-one gas and seventy-six electric windows for which 

provision must be made. A constant stream of work flows through the 

department, raw materials entering at one end of the 14,000 square foot 

studio and the finished units being trucked away from the other end All 

displays are pre-tested before going into final production, thus p:-mit- 
ting an estimate of their pulling power to be made— 
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The age of the cabinet maker and beautiful 
burl walnut backgrounds for window display 
is past. Today display must keep up with 
the .empo of modern times. Merchandise is 
produced rapidly, sold to the store, and re- 
sold in a hurry. Each manufacturer and 
store owner likes to say, “I was the first 
to have it,” and to see that the merchandise 
moves at a good speed. 

Tlic wise display manager makes his plans 
accordingly: builds, paints, and installs his 
displays out of a material that is easy and 
quick to work and is inexpensive. He plans 
his routine with speed as an important fac- 
tor. He realizes that his color scheme must 
be bright and attractive to get instant at- 
tention from the shopper. But he uses care 
to see that his selected colors blend with 
the merchandise and do net detract atten- 
tion from the material on view. And last 
but not least, the merchandise must not cover 
his work, for the background of today is 
just as essential as the apparel itself. 

Some time ago we made a survey of the 
appearance of our store. We found that we 
had a fine establishment, but it was little 
different from hundreds of others in various 
cities. We believed it advisable to make a 
determined effort toward making it more 
outstanding, more lively and gay. Once the 
decision was made we lost no time in be- 
ginning the work. 

First the ceilings were painted snow white 
and we installed indirect lighting. We 
painted the walls a light cream. The store 
almost instantly took on a modern appear- 
ance. 

Then I bought hundreds of feet of wall 
board and went to work at the display de- 
partment’s end of the task. We built shadow- 
boxes for the ledges all around the main, 
second, and third floors. The boxes were 
spaced 12 feet apart. We painted their 
backs white, and put large, silver-mottled 
picture moulding on their faces. Glass was 
also added on each face to give the mer- 
chandise displayed an appearance of being 
a framed picture, and to keep the merchan- 
dise dustless. 

The space between these shadow-boxes 
was covered with a 12-foot piece of compo- 
sition board 4 feet wide. This was set out 
from the wall 12 inches and joined to the 
box. The wall board was painted a shade 
of peach, with a half-round moulding of pale 
green. In front of this blank space was a 
trough painted white inside and black on 
the face. Cut-out letters, 6-inch by 1-inch 
wood, were placed in the trough and when 
illuminated gave a very lovely effect to the 
entire job. 


—The attractive display treatment employed 

by R. B. Johnson in the interior "brighten- 

ing" which Rice's, Norfolk, Va., went through 

is shown clearly by the photographs. 

shadow-boxes, individual shops, and plenty 
of gay color transformed the store— 


Ledge 
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brightening Ihe Interior 


By R. B. JOHNSON 
Rice's, Norfolk 


The costs of our renovation, especially 
those pertaining to display compared with 
the results obtained and the compliments 
received on the beauty of the store, were 


Our windows have been mod- 
ernized and painted white in this same 
manner. We feel similar improvements are 
worth any display manager’s time and effort. 


very small. 
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South America Invades 
Fitth Avenue Windows 





During the last few weeks department 
store windows in New York City have been 
flashing with the brightly colored costumes 
of Inca land and the modern fashions which 
they inspired. Among the stores which put 
on especially elaborate events were Lord & 
Taylor’s and Bloomingdale’s. 

Lord & Taylor, before Easter, staged a 
South Americana event presenting costume 
jewelry, bags, hats, bolero suits, and evening 
gowns inspired by Inca costumes and by 
styles in vogue in Lima, the city of the 
kings, during the days of the viceroys. -In 





ORD B TAYLOR New Yoax 





By EDNA MAE STARK 
New York City 





all the store’s Fifth avenue windows this 
merchandise was displayed, together with the 
South American costumes and_ handicraft 
from which it took its motif. 

The Inca material for the windows was 
loaned to Lord & Taylor by the Grace Line 
Steamship Company, which has one of the 
largest and most valuable collections in the 
country of Inca and pre-Inca jewelry, 
weapons, headdresses, costumes, pottery, fea- 
ther articles, images, masks, musical instru- 
ments, and art objects, as well as a sizeable 
collection of Spanish colonial costumes, 


ee 





silver stirrups and spurs, and bullfight ind 
gaucho suits. It was from this colleciion 
that the stylists obtained designs and nat- 
terns for their new merchandise. 

Among the most interesting windows in 
the Lord & Taylor group was one dispiay- 
ing the new “chopping-bowl” shaped hats 
and the Inca headdress from which they 
were copied; another, featuring bolero 
dresses, with a background of silver figures 
representing a bullfight group; the third, 
showing dinner dresses in Spanish boutiant 
style against a background formed by the 
carved iron balcony taken from thé palace of 
La Perricholi, the darling of one of the 
viceroys of Lima, whose romance was im- 
mortalized in “The Bridge of San Luis 
Rey;” and another, showing bracelets, head 
ornaments, chains, and rings worn by the 
Indians and the Inca empire, together with 
modern costume jewelry featuring the same 
patterns and designs. 

The week following Easter, Blooming- 
dale’s, also with the assistance of the Grace 
Line, featured South America for two weeks, 
offering, in particular, fabrics bearing Inca 
designs. Indian handicraft and costumes 
loaned by the Grace Line again served as 
background for the new styles. 

In the store’s auditorium, known as the 
Little Forum, every afternoon a lecture was 
given, illustrated with colored slides, cover- 
ing the countries—Ecuador, Bolivia, and 
Peru—from which the various articles shown 
in the windows had been collected, and giv- 
ing a brief history of the natives whose 
costumes and objects of art inspired the fea- 
tured merchandise on display in the store. 
The lecture attracted large audiences, and 
the tie-up proved a very profitable one. 

Several other leading stores featured 
South American fashions — among them 
James McCreery’s, which devoted several 
windows to costumes and accessories in the 
new “South American rose” shade, together 
with ancient Inca garments presenting the 
same lovely hue. 

Display material used by these stores 
came from the collection of a thousand or 
more articles assembled by Mrs. Edith Igoe 
Sweeney, director of the window display de- 
partment of the Grace Line, who startled 
“travel row” some years ago by substituting 


—All the glamour and romance of South 
America have been caught by Dana 
O'Clare, display director, Lord & Taylor, 
New York City, in the displays shown here. 
The first, above, illustrates the Inca head- 
dress from which the “chopping bowl" hats 
now in vogue obtained their theme. . . 

At the left, dinner gowns are displayed 
against a background formed by the carved 
iron balcony taken from the palace of Lo 
Perricholi, whose romance was immortalized 

in "The Bridge of San Luis Rey"— 
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—Gaucho equipment from the pampas of 
South America gave an air of authenticity 
to the display of hostess pajamas at the 
right. These mementoes of the Argentine 
were from the extensive collection of the 
Grace Line Steamship Company, by whose 
courtesy the illustrations are presented. .. . 
The center picture is of a display in which 
Spanish moss, South American jewelry, and 
parrots played an important part... . Sil- 
ver figurines representing a bullfight group 
were used in the background for the final 
display of bolero frocks— 


native craft and costumes and very arty 
parchment cards in travel window displays, 
inst-ad of the usual commercial cutouts and 
printed placards. In assembling the South 
American collection Mrs. Sweeney traveled 
more than 5,000 miles through the West 
Coast republics of South America by rail, 
air, motor, launch, and muleback, visiting 
remote mountain villages and wayside 
shrines in search of authentic relics of the 
ancient civilizations of Ecuador, Bolivia, 
and Peru. 

Colors and designs found in these ancient 
fabrics and jewelry make most fascinating 
displays and provide unlimited ideas for 
the stylist and displayman. The Inca em- 
pire, which reached its zenith before Colum- 
bus ever dreamed that the world was round, 
was fabulously wealthy. The temples and 
palaces in Cuzco, the capital city, were lav- 
ishly adorned with gold and silver. Legend 
tells us they even had gardens with flowers 
and trees fashioned from the precious metals. 

Costumes of Spanish colonial days in 
South America also were most beautiful and 
elaborate, for the Spanish conquerors, after 
overthrowing the Incas and seizing their 
treasures, lived for a time in almost oriental 
splendor. They built imposing homes in 
Lima, the jewel-like city of the kings, en- 
tertained royally, and dressed extravagantly. 

The wealth of colonial days, however, was 
not all taken from Inca treasure houses. 
Much of it came from the rich mines in the 
mountains. One of the most notable was 
the mountain of silver discovered in Bolivia, 
and amazing are the tales told of the ex- 
travagance of the smart set of Potosi, the 
Bagdad which sprang up at the mountain’s 
foot. Here, in the sixteenth century, the 
well-dressed woman paid as much as $15,000 
for each of the jeweled costumes she wore 
to the various fiestas, and as much as $500 
for a pair of pearl-embroidered overshoes. 

Such is the material from which modern 
stylists are now drawing ideas. And very 
glamorous fashions are the result. The ro- 
mantic appeal made possible for displays is 
immediately apparent. 

However, the fact that these early civili- 
zations are a treasure house for the stylist 
does not alone account for the sudden ap- 
pearance of South America on the fashion 
horizon. There are many other cues which 
have been turning the attention, particularly 
of the public here in the United States, upon 
our southern neighbors: the president’s re- 
cent visit; the peace conference and the 
“good neighbor” propaganda; the Grace 
Line’s steadily growing list of special weekly 
Cruises which are bringing to the attention 
of the public the interesting Spanish colonial 
Cities, amazing Inca and pre-Inca ruins, and 
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the primitive Indian villages of the high- 
lands, the Chilean lake district, popular re- 
sort of the fisherman and lovers of ski- 
ing; Vina del Mar, the “Biarritz of the New 
World,” with its gay bathing beaches and its 
magnificent casino which outdoes the one at 
Monte Carlo. 

South America is fast coming to the front 
as a travel field. About three times as many 
tourists are visiting Peru and Chile this 
season as in any previous season, so say the 
steamship companies, and South Americans 
are beginning to show more interest than 
ever before in the attractions of the United 
States. 

Is it little wonder then that the stylists and 
displaymen—so quick to recognize a new 
trend—are turning their eyes southward, too? 








Vibra-Lite Opens 
New Office 

Vibra-Lite, Ltd., display firm, Montreal, 
Quebec, has opened a branch office in Van- 
couver, B. C. 
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Creative Display Agency? 
==“{q What? 


By ARNOLD BRANDES 


Kulay Advertising Displays, Inc., New York City 


Just as most of our advertisers have ad- 
vertising agencies to originate and conduct 
their advertising campaigns, today more 
advertisers are realizing the need of, and the 
valuable services performed by, the display 
agency in the creation, supervision, and pro- 
duction of their lithographed window display 
and other point-of-sale advertising material. 

Many sales promotion and advertising 
managers are working hand in hand with 
these display agencies in order to create 
displays which will have the most attention- 
getting power, in addition to the maximum 
amount of merchandising. 

To turn out a display of this type—a real 
selling display—requires more than just 
throwing a few newspaper or magazine 
proofs at an art director at 10 o’clock and 
telling him, “We need half a dozen vis- 
uals by 11,” or by having him make up a 
half-dozen arbitrary display ideas in an 
equal space of time. 

Displays have to be custom-made—made 
to the measure and order of the advertiser. 
Each individual problem has to be worked 
out in such a manner that the result will 
give the client the greatest amount of dis- 
play value for his dollar, 

The creative display agency is the ideal 
source for advertisers who want material of 
this type. 

Unfortunately many advertisers do not be- 
lieve in this type of service. They believe 
that it is just a waste of money to have a 
display agency create and handle their ma- 
terials, and also that no real function is 
performed by it. This is the type of adver- 
tiser who would rather have his display 





ideas come from any source but the best 
qualified source—the display agency. 

It is the contention of these advertisers 
that their own sales promotion or advertis- 
ing department is fully equipped to create, 
design, and produce good selling displays. 

Other advertisers, after finding that their 
own departments could not handle the dealer 
help material satisfactorily, give the display 
work to their advertising agency—‘“after all, 
our agency understands our problems best, 
and surely they can produce our display 
material.” 

However, past experiences have shown 





a Bi Ene. 
SESEBEEE 








that although in the majority of cases an 
advertising agency may be a crackerjac!. at 
preparing magazine, newspaper, and radio 
campaigns, when it comes to producing 
dealer help material, very often things do 
not run so smoothly. Usually after working 
on several displays and after considering all 
the thought and work involved in creating a 
good “selling display,” there is not enough 
in it for the advertising agency—only a small 
art charge—and after a while the agency 
throws up its hands and is only too glad to 
dump this end of the advertising appropria- 
tion right back into the laps of the adver- 


ee 


tising and sales promotion managers of their 
client. 

Then it is up to both the advertising and 
sales promotion managers to try their hands 
at producing this work. In some instances 
very good ideas have been worked out—but 


—A recent Kulay display for Cream of Ken- 
tucky. The face was lithographed on a sep- 
arate piece and hooked into the backpiece 
in such a manner that it was given a natural 
roundness. A die-cut collar, a real silk blue 
polka dot tie, a sparkling ruby shirt stud, 
and a lithographed cellophane glass all 
contribute to the unusual attractiveness of 
the display— 


—Here is a striking example of a third 
dimension display produced entirely from 
cardboard, featuring the different members 
of the Wilken family. The entire set con- 
sists of the main center piece, two large 
side cards holding a quart and two pint 
bottles, two small side cards, one counter 
card and one window card— 
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in the majority of cases it does not pan out 
at all. Displays are produced and shipped 
to the dealers, but they do not show results. 

As in all cases where something does not 
click, the thing to be done is to find the 
reason “why” and see to it that it does 
not occur again. 

This sounds much easier than it seems. 
What was the reason that the displays did 
not produce? Was the color scheme bad? 
Although the layout may have been ideal for 
a newspaper or magazine, was it the proper 
layout for a window display? Did the dis- 
play have enough construction to it? Did 
the cisplay have too much construction, so 


that zither the dealer did not want to place 
it or his counter or in his window—or was 
the construction so complicated and so diffi- 
cult -o set up that most of the dealers just 
thre. the display away, or else put it in 


the storeroom for a while—and then threw 
it avay. 

Did the display have any human interest? 
What sort of appeal did it have? Was it 
the proper display for the article being sold 
or did they try to put across a 10-cent item 
in a “too high-toned” manner? Was there 
anything on the display that would make it 
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stand out from the rest? Did the display 
have any special feature which would make 
people “Stop, Look, and Read?” 

In some instances several of the above 
mistakes may have been realized and cor- 
rected. Usually however in the second or 


—The main piece of this display shows a 

soldier calling the “orders of the day" and 

is a real attention attracter. Together with 

the side cards, this display set is an example 

of the richness of quality and tone that can 

be produced in a setting for a nationally 
advertised product— 


—One of the first displays used by the 
Gibson Distilling Company in the initial pro- 
motion of their brand. It consists of two 
planes with an actual die-cut end table 
which holds a full quart bottle. The news- 
paper and arms of the man in the arm- 
chair were so constructed as to give the 
impression that he was actually reading 
and holding a paper in his hands— 
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third display that followed, similar or addi- 
tional mistakes were made that once again 
gave the firm the reputation in the dealer’s 
eyes of producing “just another display.” 

In this manner many thousands of dollars 
have been spent on ineffective non-produc- 
ing display. 

Another question that very often comes up 
when the advertising or sales promotion 
department is the “creative display agency” 
is how to get the ideas worked up into dis- 
plays. After all, the advertising manager or 
sales promotion manager is neither an art- 
ist nor a construction man. 

In instances of this kind the work is 
usually carried out by a free-lance artist 
or an art studio, who, as can be expected, 
frequently do not have the slightest notion 
concerning lithography or finishing. 

The artist may work out a few visuals 
under the advertising manager’s direction. 
If and when a visual is finally OK’d, the 
next step would be to have it made up into 
a display, for we all know that very often 
something looks very nice when painted on 
a flat piece of board but when it comes to 
working the same thing up into a display it 
is quite a different proposition. 
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If the advertising manager decides to use 
a display without construction, so much the 
better—so much less work—but so much less 
effective. If the advertising manager requires 
a fine construction to his displays, then the 
trouble usually begins. He may understand 
display construction and in a very rare case 
may be able to do constructions himselfi— 
if he had the time, equipment, and space. 
We all know that most ad managers are 
rushed to death and by the widest stretch 


of our imagination we can not picture 
him devoting one or two full days to 
think out a workable construction. With all 


his other duties a thing like this is almost 
physically impossible. We can not imagine 
any firm which would expect him to do it. 

If this job isn’t placed in the hands of 
a thoroughly capable construction man and 
display expert, but given to the art studio— 
a final display may be worked out which 
will satisfy the advertising manager and the 
higher-ups. The art studio might charge a 
very steep price for the finished artwork— 
and if by chance they did as much as put 
an easel on the display, or do just a little 
cutout work it is very probable that they 
would charge an additional high fee for the 
construction end of the display. 

The following step would naturally be to 
turn the job over to the purchasing depart- 
ment and have the job placed in the proper 
hands for reproduction. Lithographers are 
called in. Sheet layouts are made. How- 
ever in this particular case it is found the 
display does not fit the standard size litho- 
graphed sheets. The sheet arrangement is 
bad. It is found that there would be a ter~ 
rific amount of waste on the sheet if the job 
is run according to the sizes and layout of 
the display. 

By now the advertising, sales promotion, 
and purchasing departments are all upset. 
They may call in again the art studio which 
created the job. However, the art studio 
man says: “Don’t blame us; we're not lith- 
ographers. We're artists—and we turned 
out a good creative sketch. What do we 
know about sheet sizes? What do we know 
about sheet arrangements or mounting and 
finishing ?” 

[Continued on page 38] 
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Informative Displays 
Sell More Shoes 
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By IRVIN J. RIGA 





Potter Shoe Company, Cincinnati . 

s 

The Potter Shoe Company believes that a resultful in “direct sales. A color trend #8 

basic idea must be given paramount consid- toward blues and grays was promoted most i 

eration in the designing of window displays successfully in a display showing only s'ioes ea 

if they are to be successful business-getters. of those shades. Dress silks were artistically “ 

A certain element of style or perhaps a new featured as backgrounds for the shoes, i!\us- b 

color trend must be dramatized so that the trating how smartly blue and gray  on- sf 

person seeing the display is conscious of a trasted or matched with the fabrics shown, m 

unified theme, a definite thought for his or Runways leading down from the background és 
her consideration. were used for the placement of shoes. The 

In this day and time, the arrangement of runways were covered with blue and «ray 

foot-wear windows is looked upon by our silks. The background itself was in the Be 

company as something of a science. Gone same colors. h 

with the wind are the days when a number The vogue for open-toed shoes for women ” 

of pairs of shoes were placed in a window, was dramatized in a recent window. An im- . 

along with several price tickets and perhaps mense shoe of open-toe design was sketched i 

a feature card. Such a display, if you can _ on the background, where lettering informed * 

call it that, was once considered amply suffi- the passersby that: “It’s open season on open = 

cient. Nowadays, this business of display toes.” The window featured that type of of 

has evolved into something more than the merchandise exclusively. The basic idea us 
hit or miss idea of just crowding shoes into was not to inform the public that Potter’s 

a window. had shoes to sell. at definite prices, but to gre 

Examples of the technique we follow in create a window that was informative, to 

shoe window merchandising are seen in a_ tell a style story, and convey to the feminine ™ 

number of recent trims which proved very shopper that open-toe shoes were in the bias 

style picture for spring. ac 

The color blue was another subject used to 

recently, as shown in the large photograph. the 

The panel background in pale cream had gre 

illuminated shadow-boxes painted white in- sul 

side. Dark blue shoes were used in the kin 

boxes for contrast. Discs were placed down 1 

in front, covered with dress silks in the mn 

newest shades, to show contrast and varia- ve 

tion in the merchandise. Little cut-out sail- whi 

ors and anchors, together with roping, helped wel 

stress the blue theme through instinctive as- WIT 

sociation of the nautical with the color by 

featured. Ine 

If the merchandise is analyzed thoroughly, top 

certain style points or features about the star 

shoes themselves will be revealed and can play 

be used successfully for a corking display. bor 

Ideas behind the windows vare needed to S 

sell more shoes. Everybody knows a shoe for 

store has shoes for sale; it’s the way you hal: 

present them to the public that counts. mer 

Th 

Howard Watson Wins a 

"Didn't Say" Award wer 

The $25 first prize for the February usec 

“Didn’t Say” contest sponsored by Old King lis-\ 

Cole, Inc., Canton, Ohio, and DISPLAY of 
WORLD, has been awarded to Howard 

Watson, Star Clothiers, Hutchinson, Kan. Jan 

. . . Shr. 

—Blue and gray were dramatized as smart T 

shades for spring foot wear in this display oper 

by Irvin Riga, Potter Shoe Company, Cin- by | 

cinnati. Slanting displayers were covered Ho\ 

in silks to match the background, and discs in J 

were similarly treated. . . . White shadow ret 

boxes played an important role in the dis- ‘nui 

play at the left. Set into a panel back : 

ground done in pale cream, the boxes were and 

most effective in giving contrast and indi tion 

viduality to the dark blue foot wear— Mat 
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When Speed and Economy 
Are Imperative 


There are always occasions arising when a 
displavman must be prepared to install a neat, 
selline display with an absolute minimum of 
time ind expense. With the wealth of inex- 
pensive materials available at the present time 
the problem offered by this type of presenta- 
tion as been reduced to a relatively simple 
one, ind the final appearance is limited only 
by the ingenuity of the displayman. 

Especially in the smaller store, or in the 
one operating on a very close budget, the 
displayvman frequently finds display cost of 
paramount importance, with quickness of in- 
stalla‘ion running a very close second. 

The backgrounds shown here, presented 
through the courtesy of Display Paper Prod- 
ucts Company, Chicago, distributors of the 
display materials used, are suitable for 16- 
or 18-foot windows and were installed at a 
cost of less than $20 each for materials, most 
of which could, of course, be used again in a 
dozen different ways. © 

The first illustrates an interesting back- 
ground, the center of which used an applied 
circle in primrose with cut-out letters in a 
modern treatment. Strips of metal lattice 
were used in the center panel as well as at 
each side. Half-tubes of display paper added 
to the appearance. Flowers were pinned to 
the panels at either side, these latter being in 
green. This attractive background would be 
suitable for the backing up of practically any 
kind of summer merchandise. 

The center illustration is of a background 
in rather more detail. The venetian blind 
was made of accordion-pleated panels in 
white, while different types of display paper 
were used for the columns and panels. The 
window effect on either side was obtained 
by stripping colored tape across the panels. 
Inexpensive awning stripe paper framed the 
top of the background. The butterflies were 
standard cutouts in various colors, while dis- 
play paper was again the source of the flower 
border at the bottom of the trim. 

Straw hats were presented effectively be- 
fore the final background shown. Bamboo 
half-tubes were employed in a column treat- 
ment against a backing of corrugated paper. 
The circles were appliqued and enlivened by 
cut-out letters and silhouettes. The pedestals 
were made of metal lattice, which is being 
used extensively this season for borders, trel- 
lis-work, panels, and even in the construction 
of novel display fixtures. 





James E. Howe Opens 
Shreveport Service 
The Shreveport Display Service has been 
opened at 1074 Line avenue, Shreveport, La., 
by James E. Howe. For the past ten years 
Howe was connected with display services 
in Dallas, Texas, but recently sold out and 
returned to his native city. He will serve 
national and local advertisers in Shreveport 
and the surrounding territory, and in addi- 
tion will carry a complete line of display 
Materials and operate a background shop. 





—Three inexpensive backgrounds suitable for summer displays; they have the advantage of 
being colorful, suitable for practically any type of seasonable merchandise, and can be installed 


easily and rapidly. 
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Each window cost less than $20 for materials— 
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Linoleum Jales Accelerated 
By Ensemble Display 





Ensemble selling has come to be the ac- 
cepted method of merchandising linoleum, 
just as it has with other floor coverings. It 
is the rule, not the exception, for the small 
and large department alike. Stores every- 
where are applying the rule in practice by 
modernizing their merchandising methods, 
which embodies modernizing the physical 
elements of their departments. 

This modern display method has had a 
powerful influence in stimulating interest on 
the part of store personnel to stage more 
colorful linoleum promotions. It is defi- 
nitely responsible for the coordination of 
the efforts of the advertising department, 
the display department, and the linoleum de- 
partment within a store. And this coordina- 
tion of effort in turn has resulted in better 
advertising, better floor salesmanship, and 





better display—all of which naturally is in- 
creasing sales. 

Here are a few highlights showing the 
modern trend: The M. O’Neal Company, 
Akron, Ohio, window reproduced here (first 
photograph) shows how this store drama- 
tized a special linoleum promotion. On the 
main street in central strategic location, this 
window brought customer after customer 
into the linoleum department where there 
were interior ensemble displays to add to 
the interest of the shopper. This window 
was certainly not costly when sales were 
checked so far as furniture, draperies, and 
accessories, as well as linoleum were con- 
cerned. Joseph J. Zettle is display director 
for O’Neals. 

The Higbee Company, Cleveland, Ohio, 
headlines its linoleum fashions through en- 


at, 








semble displays in the windows, following 
through with the same type displays in the 
department. Robert Marimon, display di- 
rector, creates linoleum windows which are 
noted throughout the country. The firm has 
consistently given over prominent wi: dow 
space to dramatize the decorative possibili- 
ties of the linoleum floor. The window 
shown here (second picture) was very suc- 
cessful in bringing traffic to the interior, 
But the Higbee Company does not stop with 
windows—they back them up by ensemble 
displays at the point of sale. 

From D. H. Holmes Co., Ltd., New Or- 
leans, La., comes a report that sales on 
linoleum have increased 30 per cent over 
last year and that the ensemble method of 
merchandising is the force behind the in- 
crease. J. E. Bertoniere is display director. 
Matthew Toomey, department manager, 
says: “With the trend toward the tailor- 
made linoleum floor we find that it is profit- 
able to apply the ensemble idea to the sell- 
ing of the merchandise. Customers are de- 
manding better merchandise; price is not so 
important. For this reason the ensemble 
display is more than an instrument of dis- 
play. It is a sales builder. 

“The tailor-made linoleum floor has_be- 
come very fashionable and we make every 
effort to visualize contrasting or harmonizing 
borders and feature strips for the customer. 
We point out to her how they give a finished 
effect and prove how they are an important 
part of the whole color scheme of the room. 
The possibilities of increasing the sale of 
linoleum really are limitless. Suggestive 
selling pays. Rather than just sell a floor, 
our men are trained to suggest all the fine 
finishing touches—such as linsignias to en- 
hance the decorative quality of the floor and 
to make it express the individuality of the 
owner. All these style touches add very 
little to the cost of a well-laid-out room 
fashioned with linoleum. Women are defi- 
nitely style-conscious and think in terms of 
style and quality rather than price. All the 
efforts of the various home furnishing de- 
partments, the advertising department, and 
the display department within our store are 
coordinated to accomplish the maximum 
results.” 

One of the best examples in the country 
of what can be accomplished in a_ small 
space is the linoleum department of the 


—Joseph J. Zettle, display director, M. 

O'Neal Company, Akron, designed this en- 

semble display and backed up his windows 

with presentations of the same type withir 
the department— 


—Linoleum displays by Robert Marimon 

The Higbee Company, Cleveland, are wel! 

known throughout the country for their merit 

Marimon consistently uses the ensembi: 
method— 
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—Sales on linoleum at the D. H. Holmes 

Company, Ltd., New Orleans, have risen 30 

per cent over last year, largely due to the 

ensemble display created by J. E. Bertoniere, 
display manager— 


—This attractive, even if small linoleum de- 

partment, was designed by Robert A. 

Brown, manager of the floor covering de- 

partment for Black Brothers Furniture Com- 
pany, Houston— 


—La Salle & Koch, Toledo, reports that 

linoleum sales have risen 52 per cent in the 

past ten months. The photograph shows 

how the department uses the ensemble dis- 
play to good effect— 


Black Brothers Furniture Company, Hous- 
ton, exas, designed by Robert A. Brown, 
who is in charge of floor coverings. Here 
is a linoleum department that is putting 
profit in the cash register. Physically smart 
in appearance, as can be seen from the sec- 
ond photograph on page 19, it is only 19 by 
30 fect in size. Three by three samples are 
housed in neatly constructed bins formed 
in a quarter circle, raised to eye-level on a 
7-inch base. The trim on this quarter circle 
is aluminum, giving a swank appearance to 
the set-up and enhancing the over-all view 
of the patterns. The walls and venetian 
blinds are white. Gay and colorful floral 
paintings adorn the white walls. 

The effect as one walks from the main 
elevators into the department is one of 
streamlining. Space limitation was deftly 
conquered. The quarter circle housing the 
linoleum samples is at the extreme rear and 
the streamline effect of the floor leads in- 
vitingly into the gay colors of the back- 
ground. At the left, the space around a 
pillar has been utilized to construct a full 
circle of bins, also on a 7-inch base. In 
these bins are dramatized the full line of 
Congoleum Gold Seal rugs. There is no 
cutting done in the department. Every inch 
is reserved for selling. 

La Salle & Koch, Toledo, Ohio, is another 
store that is capitalizing on the ensemble 
method of display. H. L. Zimmerman, man- 
ager of the floor coverings department, re- 
ports a 52 per cent increase in linoleum sales 
over last year beginning August 1. This 
store has been a very consistent user of 
the ensemble. The accompanying illustra- 
tion (final picture on page 19) shows how 
effectively the linoleum fashion show idea is 
carried out during special promotions. Zim- 
merman says: “The ensemble display is very 
important in influencing the customer to 
appreciate the richness of color and the 
effectiveness of the styles in linoleum floors. 
Because of the increased demand for the 
tailor-made linoleum floor, we find that 
Visualization for the shopper is absolutely 
necessary. Showing mere rolls of merchan- 
lise no longer is adequate.” 


Chicago Union 

Formed 

The Upholsterers, Carpet, and Linoleum 
Mechanics International Union has granted 
acharter to the Chicago Window Trimmers, 
Decorators, and Display Men’s Local Union 
No. 41. Several years ago a similar union 
~~ chartered, only to die out a short time 
ater, 
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Enslish Display Goes Modern 


By ROY W. SPENCER 


Kendal Milne & Co., Manchester, England 





On the whole, England was somewhat 
slow about adopting modern display prin- 
ciples. Business establishments were accus- 
tomed to conduct their affairs in accordance 
with the traditions built up over an ex- 
tremely lengthy period of time. (As an 
example of this, even now there are leading 
tailoring firms in London which have their 
“display” windows made of frosted glass so 
that the public can not see into their shops; 
where statements are sent out only twice 
a year; and where a personal introduction 
by a client is necessary before a stranger 
may order apparel.) It was only compara- 


tively recently that much was done along 
the line of modern display, many companies 
feeling that it marked too drastic a depart- 
ure from their accustomed method of making 
their display windows a catalogue of the 
store’s stock by heaping merchandise high. 

But England is separated only by a narrow 
strip of water from the continent, where dis- 
play has been receiving close attention for 
some time. It was natural that new prac- 
tices should gradually creep into use in the 
British isles. Today we find an_ ever- 
increasing trend toward the modern, not 
only in London but in the principal cities 
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of the shires. As evidence of this fact, 
permit me to use the photographs accom- 
panying this article as “exhibits.” 

The first illustration is of a display (one 
of a series of five showing hats from New 
York, London, Paris, Berlin, and Vienna) 
in which cut-out script letters were placed 
in the foreground with the message: “I’aris 
created this hat.” The material for the back- 
ground was ordinary white cartridge ps«per, 
with the two pillars being constructed of 
the same substance. The letters were in 
magenta, and the only other touch of color 
was furnished by the merchandise. The veil 
draped over the ragged edges of the hole in 
the background was a small touch which 
added greatly to the effect. 

In England, just as elsewhere, economy 
must be biended with display. This nat- 
urally calls for ability on the part of the 
displayman in adapting low-priced material 
and equipment to his work. Sometimes, 
however, this is a distinct advantage, since 
material which is so common as to receive 
only casual scrutiny may by its very com- 
monness be capable of contributing a novel 
effect which adds tremendously to a dis- 
play. This is true of the windows shown 
by the final photograph on page 20 and by 
the first at the top of page 21. 

First of all we will deal with the back- 
grounds. These two displays represent a 
series of about forty windows all treated 
alike. The effect from the street gives an 
impression of plaster walls and columns. 
But the appearance was deceptive. The ma- 
terial used to construct these backgrounds, 
side walls, and columns is simply cheap iron 
roofing such as we use in England for cov- 
ering cow sheds, hen roosts, and pigstys. In 
fact, it is used a great deal on farms as 
an inexpensive form of fencing. The cost 
is very low, and while it is a far cry from 
pigsty to a department store display win- 
dow, the effect was exceptionally good. To 
my knowledge, this is the first time such 
a material has been used anywhere as a form 
of display decoration. 

As for the display at the bottom of page 
20, it is one installation of a series we made 
for Easter trade. The slogan, “Away for 
Easter,” appeared in the back niche of each 
window, with suitable merchandise displayed 


—The upper display had a background of 
white cartridge paper, through a hole in 
which could be seen a Paris original. Cut- 
out script letters in magenta read: "Paris 
created this hat." ... The display was one 
of a series of five, each featuring millinery 
from Vienna, London, New York City, Berlin. 
or Paris. . . . The background of the display 
at the left was made of corrugated iron 
much used in England for covering cow 
sheds, pigstys, and the like. When paintec 
appropriately, this material made columns 
background, and side walls which seemed ¢ 
be of plaster— 
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—A typical Kendal Milne accessories dis- 
play is seen at the right, while immediately 
below it is.a window featuring the "tele- 
scopic" swim suit. The display was carried 
out in tones of navy blue and light pink. 
Cut-out letters were of navy blue, also... . 
For pajama week Spencer used a series of 
six. windows like the one shown below, re- 
porting excellent sales results from the 
displays— 


on m.nnequins and with accessories and lug- 
gage on baggage trucks in the foreground. 

At the top of page 21 is a display which 
is a ‘ypical example of how we handle ac- 
cesso.ies. 

The next window might be considered typ- 
ical of how we promote any new thought 
in merchandise. The display dealt with a 
telescopic swim suit which was brought out 
early in February. As you see, the suggestion 
here is that the suit is ideal for cruising. 
I would like to mention that these were the 
backgrounds we had installed previous to 
those of corrugated iron discussed above. 
The color scheme was as follows: navy blue 
for the floors, very pale pink walls, and a 
show card of navy with pink lettering. In 
the space at the center rear was a banana 
tree in natural color, while across the back- 
ground at the right cut-out letters of navy 
blue read, “Follow the sun!” 


The last illustration gives an idea as to 
how we handle men’s wear at any special 
event. In this particular instance the occa- 
sion was “pajama week,” as you see. We 
had a series of six windows devoted to this 
theme, with excellent results from increased 
business. The display is practically self- 
explanatory. The large cut-out figure was 
of wall board, clothed in pajamas similar to 
one of the patterns on view. 


In conclusion I quote from an article by 
Sir Geoffrey R. Clarke in the November 
issue of Display: “It is only in recent years 
that producers and distributors have awak- 
ened to the important part of display in 
sales. Vast sums have been spent in press 
and other forms of advertising, but adver- 
tising only goes part of the way in creating 
sales. The rest of the journey must be per- 
formed by the article itself and the way in 
which it is presented. However excellent an 
article may be, whatever its intrinsic merit, 
its sale can be seriously hampered by lack 
of proper display.” 

That this is being more and more recog- 
nized in England is evidenced by the con- 
stantly improved display of those stores 
which already employ this medium, and by 
the number of establishments which are 
turning to display as a powerful form of ad- 
vertising hitherto greatly neglected. 





Display Firm 
oves 


Show Win-Do Display Service, specializ- 
Ing in designing and manufacturing win- 
dow, store, and exposition displays, has 
moved to new and enlarged quarters at 102 
West Eleventh street, New York City. Exec- 
utive offices, shops, and warehouse will be 
under one roof. An elaborate showroom has 
been designed where the firm’s latest in un- 
usual display material can be seen. 
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Certain-teed Retains 
Stensgaard 


E. G. Ross, general sales manager, Certain- 
teed Products Corporation, New York City, 
has announced that W. L. Stensgaard & As- 
sociates, Inc., Chicago and New York City, 
has been retained to assist in the development 
of products and sales promotion plans. The 
arrangement is to cover the entire line of 
Certain-teed products. An exhaustive field 
study is now in progress. 











New Display Firm 
Installs Exhibit 


A new display firm, Parrish, Meisol & 
Groff, 142 West Fifty-seventh street, New 
York City, installed the fourth annual exhi- 
bition in the New York School of Display, 
held April 19-25. The firm is to arrange 
four displays for Charles of the Ritz during 
April and May. 
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These Displays Pulled? 
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—These displays for various types of merchandise proved their worth last 
summer; every one of them pulled heavily. Left column, top to bottom, 
respectively: "Cool as a Julep," by A. Tarpey, DeJong's, Evansville, Ind.; 
a display of Keds by M. M. Kimmelman, Erie Dry Goods Company, Erie, 
Pa.; "Swim and keep fit in a B. V. D.,"" by Sidney J. Pickering, Hilliker's, 
Ossining, N. Y. Right column, top to bottom: "Cottons for an outdoor 














summer life," by Stuart Kintner, Fowler, Dick & Walker, Wilkes-Barre, ?a.; 

"Get in this racket," by L. E. Summerton for Tommy Bronson Tennis Shop, 

Memphis, Tenn. This display, incidentally, won first prize of $25 and a 

$50 French clock in the national tennis week window display contest. The 

final display was designed by Charles H. Tenney, Dalton's, Baton Rouge, 
La. (The hands were separate cut-outs) — 
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Completes Organization 


Springing into existence as a full-fledged 
displiy club almost over-night, the final 
organization of the National Capital Display 
Club, Washington, D. C., was completed 
Wednesday evening, April 28. The event 
attai:s added significance in the display 
field «when it is realized that the new club is 
one of the three now located in the East, 
that it has a large membership right from 
the siart, and that it will immediately affili- 
ate with the International Association of 
Disp! iy Men. 

Sixty-two of Washington’s leading dis- 
playmen attended the meeting at the Pan- 
American room of the Mayflower hotel, and 
according to Miss Tina Marranzano, execu- 
tive secretary, the membership will pass the 
hundred mark before the next meeting. 

W. A. Gray, Lansburgh & Brothers, is 
president of the club, with James~ Styles, 
The Hecht Company, vice-president. The 
other officers are O. D. Grimes, Palais 
Royai, secretary; Miss Tina Marranzano, 
Washington Board of Trade, executive sec- 
retary; Joseph McCann, S. Kann & Sons, 
treasurer. 

Curtis Hodges, executive director, Greater 
National Capital committee of the Washing- 
ton Board of Trade, who has devoted much 
time and effort to the organization of a 
Washington display club, was one of the 
guest speakers of the evening. He said, in 
part: “It is a great thing for you men to 
become organized. The formation of a local 
club and affiliation with the I. A. D. M. will 
be of great benefit to all of you individually. 
Furthermore, you will give the local group 
the honor of being the first organized affili- 
ated club in the East and the further honor 
of acting as host city for the 1938 meeting 
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of the international association as that or- 
ganization has already expressed a desire 
to meet in this city in that year.” 

L. C. Schilder, chief of the Identification 
Bureau of the Federal Bureau of Investiga- 
tion, spoke of the importance of organization 
and gave a few “illustrations” from the 
world of crime, bringing to light in an inter- 
esting way the fact that all clever criminal 
gangs, such as the Dillinger and “Pretty 
Boy” Floyd outfits, were well organized. 
Giving the example of the premeditated pro- 
cedure which these criminals took in their 
bank robberies, Schilder said: “Among Dil- 
linger’s effects found after his death were 
road maps, cleverly drawn and marked. One 
was a map to be used if the weather was 
clear; another, to be used in the event the 
robbery occurred on a rainy day. On these 
maps were found the maximum rates of 
speed an automobile could travel on the 
designated road which they chose to use 
after a robbery. These maps were even 


marked to indicate where gasoline was . 


stored if it would be needed.” 

James MHardey, advertising manager, 
Woodward & Lothrop, and 1936 winner of 
the editorial award made by the Retail Ad- 
vertising News, spoke on the subject of 
“Display as a Seller,” or “Every Displayman 
a Salesman.” He said: “Displaymen must 
not confuse the idea of good displays with 
their ability for architectural designs and 
artistic ability. They should look at their 
ability for display as a selling value to the 
firm. Thus only will display function with 
advertising in close cooperation and mutual 
achievement.” 

A large basket of flowers was sent to the 

[Continued on page 40] 


ee 


—Among those attending a special membership drive luncheon by the National Capital Display 
Club on May 7 were the following: Seated, left to right, W. C. Bowman, Woodward & Lothrop; 
O. D. Grimes, Palais Royal, secretary; James Styles, The Hecht Company, vice-president; Arthur 
Gray, Lansburgh & Brothers, president; Joseph McCann, S. Kann & Sons, treasurer; Paul Fire- 
stone, Garfinckel & Co.; standing, L. A. Martin, Young Men's Shop; K. S. Wolff, Columbia 
Display Service; W. L. Wardrip, Hahn Shoe Stores; Dave Lillis, Joseph R. Harris Company; 
G. A. Pralle, Grosner's; Miss Tina Marranzano, Washington Board of Trade, executive secretary; 
Victor Barrette, Bond Clothiers; James Battle, D. J. Kaufman Company; Roy Herndon, Wood- 


ward & Lothrop— 
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Washinston Display Club REEDER-MORTON 





The Year Book 
of Motion Displays 


240 Pages, 300 Illustrations 
Size 81x11. Cloth Bound 


All Colors of the 
RAINBOW 


Sunlight through crystalline raindrops gives us 
the rainbow. Mazda light through the crystals 
in two discs of colorless commercial polarized 
glass and revolving cellophane produces the 
same result—all colors of the rainbow. Back- 
ground and design or advertising always in 
changing contrasting brilliant colors. FIGHTS 
DAYLIGHT. For windows as well as interiors. 
Detailed information, illustrations and diagrams 
about this new, simple but revolutionary display 
element, first shown a few weeks ago. 


100 MOTION DIAGRAMS 


That's a good Idea—but how shall we animate 
it? Our 10) Motion Diagrams are carefully 
sclected to answer that question in almost every 
instance. They are based on successful experi- 
ence by over a score of leading Animation En- 
gineers of wide reputation. Simplified Motions 
for cardboard and frame displays of all kinds. 
The first authoritative publication of this infor- 
mation in diagram and explanatory text. 


DISPLAY DESIGNERS 


What constitutes a real attractive selling Idea 
with suitable Motion? An Apt Idea. Where 
do we generally get the hunch that leads to the 
right Idea? Usually from what the other fellow 
has done—and, here in these pages you have 
200 of the best Animated Ideas, mainly repro- 
duced large size for every detail to be clear. 
Ideas for Store Windows, Interiors, Counters, 
Walls, Pillars and Ledges. Also the correct way 
to make the Motion work. 


S plus postage. $5.50 outside U. 
5.00 S. A. We pay postage when 


remittance accompanies order. 


REEDER-MORTON PUBLICATIONS, Inc. 
151 Fifth Ave. New York, N. Y. 
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OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

. Practical Service to the Display Profession 
and Industry. 


5. Appreciation of Display's Power in Merchan- 
dising. 





6. Absolute Independence of Our Editorial 
Columns. 
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There is a New Activity 
Among the Clubs 

One of the most significant.of the many 
factors attesting to display activity through- 
out the country is the renewed and greatly 
increased interest being shown by display- 
men in their local organizations. New clubs 
are being formed and membership drives 
are in full swing; the natural result is that 
displaymen not now members of a display 
club are beginning to sit up and take notice. 
It is being brought home to them that they 
are missing an important source of help and 
comradeship through not being affiliated with 
an organization definitely committed toward 
mutual progress and benefit. 

In Washington, D. C., a new club has 
been formed with more than sixty members 
now and with a strong probability of 100 
or more within a few weeks; from the very 
beginning, the club is receiving the backing 
of local retailers. In St. Louis the local 
club is working slowly but surely up toward 
the 200 mark in membership—sure evidence 
of a strong educational and social program 
and skillful leadership. In Detroit recently 
100 displaymen and other retail executives 
held a most successful banquet meeting, and 
it is understood that the Michigan city’s dis- 
play club will make a strong bid for the 
I. A. D. M. convention for 1938. 

In South Bend, on April 12, the fourth 
annual banquet of the Northern Indiana As- 
sociation of Display Men was attended by 
well over 100, and the organization is 
forging ahead nicely.’ The Crandic club of 
Cedar Rapids and Iowa City, Iowa, held a 
progressive luncheon-banquet meeting in the 
two cities on April 22, each session receiving 
fine attendance. Out in Los Angeles, al- 
though the city does not have a formally 
organized club, fifty or sixty displaymen 
meet regularly at special luncheons and 
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plans are being made for the formation of a 
club. 

In Chicago the local group, with a mem- 
bership around .150, is busily engaged on 
arrangements for the fortieth annual I, A. 
D. M. convention. 

Several smaller cities in the vicinity of 
Binghamton, N. Y., have organized the 
“Southern Tier” Display Club, under the 
leadership of B. J. Alexander and are pro- 
gressing splendidly. New clubs are being 
established in Salem, Ore., and Pocatello, 
Idaho, while in the relatively small city of 
Great Falls, Mont., an especially active dis- 
play group sets the pace in civic affairs. Up 
in Vancouver, B. C., a series of debates on 
display topics is arousing great interest and 
good attendance at meetings. The little- 
publicized organization in Wichita, Kans., is 
holding a series of educational sessions at- 
tended by lithographers, artists, sign men, 
and advertising men as well as displaymen. 
Eighty of them met a few weeks ago for a 
demonstration of the use of wall board, and 
the next meeting will deal in detail with 
screen process. 

These display groups and others like them, 
with carefully planned meetings carrying a 
nicely balanced proportion of educational 
and social interest, can mean much for dis- 
play and displaymen. It is to be hoped that 
they will continue the good work, that more 
clubs will be formed, and that more display- 
men and those associated with the display 
field will align themselves with their local 
organizations. They will be well repaid. 





Prize-Winning 
Windows 

It is a debatable question as to whether 
or not displays should be created especially 
for prize contests. Many stores have rules 
prohibiting their displaymen from partici- 
pating in competitions. Many national ad- 
vertisers feel that window display contests 
are inadvisable, since the losers are quite 
likely to feel disgruntled. On the other 
hand, a large number of stores encourage 
their men to enter contests, feeling that in- 
creased attention will be given to creating 
especially attractive displays with the nat- 
ural result of more sales. 

One point frequently overlooked is this: 
all clever window displays win. Only a 
few win prizes, but every good display wins 
what matters most—extra business. 





Congratulations, 
P.C. A. D. MI 

DISPLAY WORLD extends congratula- 
tions to the Pacific Coast Association of 
Display Men on the release of the first 
“newspaper style” issue of the organization’s 
publication for members. Arranged in typi- 
cal newspaper format, the four-page club 
paper is a splendid way in which to keep 
members apprised of the activities of the 
association. Members of the Yakima club 
contributed the art work, the name plate and 
a cartoon being done by Rolland Pease, 
Draper’s, Inc.; special heads for the news 
items were the work of Harry Johnson, 
Barnes-Woodin Company, who also did the 
art work on the new letterhead of the or- 
ganization, from a suggestion by John R. A. 
de Jung. 
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The paper should be of especial value in 
building up interest and attendance for the 
P. C. A. D. M. annual convention, to be 
held this year at Yakima, in September. 





Add to Your Must Read List: 
"Showmanship in Business" 

Kenneth M. Goode and M. Zenn Kautman 
have really “gone to town” in their co- 
authored “Showmanship in Business,” pub- 
lished by Harper & Brothers, New York 
City. Written in crisp, staccato style the 
book is not only invaluable to the indi- 
vidual concerned with presenting ideas 
and/or merchandise to the public, bu’ is 
downright interesting to read. Perhaps the 
most outstanding: thing about it is the fact 
that innumerable “case histories’”—actual 
examples of good and bad showmanshiy in 
business—fill its pages. 

Only one chapter is devoted specifically 
to display, but the authors contrive to in- 
ject some vastly important ideas into the 
few pages on this subject. However, through- 
out the book are scattered ideas which with 
slight modification or adaptation can be em- 
ployed’ for display purposes. Sales promo- 
tion projects which have been successful for 
retailers, national advertisers, or others are 
outlined and explained. 

Displaymen, who must be showmen in 
every sense of the word, should certainly 
include this fine work in their business 
library. 





Helen Coles, Richard Wallace 
Speak on Display 

Members of the Fashion Group’s sales pro- 
motion and advertising division were ad- 
dressed April 30 by Helen Coles, Bonwit 
Teller, and Richard Wallace, B. Altman & 
Co., New York City. The two are display 
directors for their respective stores. 

Mrs. Coles told the promotion group that 
windows should be built to be beautiful and 
arresting before anything else, and that they 
must be a part of the store’s entire promo- 
tional theme. She also stressed the value of 
spotlights to attract the attention of passers- 
by. Wallace talked on “The Third Dimen- 
sion in Advertising,” describing the erection 
ot window displays. Altman’s, he said, has 
found the promotional type window to be 
most worthwhile, with “sale” windows used 
infrequently and then in a non-blatant man- 
ner. Wallace said that Altman window dis- 
plays are planned at least four weeks in ad- 
vance and are changed weekly; a_ shorter 
period of time, he added, does not permit the 
displays to reach enough customers. 





Krueger & Hoch Reports Increased 
Use of Moulding 


The use of aluminum foil mouldings to 
brighten sombre mass effects, to accent grace- 
ful roundings, for a touch of smart angularit) 
in conventional settings, for borders, aud a 
host of other purposes is resulting in an «ver- 
increasing demand for mouldings of this type, 
according to Krueger & Hoch, 448 Fourth 
avenue, New York City. The firm has pre- 
pared literature on “Modern-Art Mouldings” 
which can be obtained by a request to th ad- 
dress given akove. 
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Annual Indiana Banquet 


DISPLAY WORLD 


Draws Large Crowd 


is 


More than 100 displaymen and guests 
turned out on the evening of April 12 to 
attend the fourth annual banquet of the 
Northern Indiana Association of Display 
Men. held at the Oliver hotel, South Bend. 
The featured speaker of the evening was 
W. ©. Stensgaard, president, W. L. Stens- 
gaard & Associates, Inc., Chicago. Among 
the other distinguished guests present were 
Glee R. Stocker, St. Louis, Mo., president, 
International Association of Display Men; 
F. EF. Whitelam, R. H. Fyfe & Co., Detroit, 
Mich.; Welsey C. Bender, professor of mar- 
keting, University of Notre Dame; H. Elton 
Pease, Capex Company, Chicago, and Erwin 
Hiffman, president, St. Louis Display Club. 

Frank G. Bingham, Robertson Brothers, 
South Bend, who is also treasurer of the 
I. A. D. M. and served as general chairman 
for the banquet arrangements, conducted the 
dutics of toastmaster in his usual, efficient 
way. Each speaker was introduced as a 
“display window,” the speakers’ table repre- 
senting the complete battery. 

Martin C. Altman, president of the Indi- 
ana association, welcomed the merchants and 
displaymen present and discussed the aims 
and accomplishments of the display group. 
E. L. Bach, secretary of the South Bend 
Association of Commerce, added the greet- 
ings of that body and pledged its support 
for the future activities of the club. 

Erwin Hiffman, representing the St. Louis 
organization, spoke briefly on the future of 
the I. A. D. M. and endorsed the candidacy 
of Frank Bingham for the presidency of the 
association. He was followed by F. E. 
Whitelam, who advanced the desirability of 
Detroit as convention city for 1938. 

Glee Stocker discussed the importance to 
the merchant and displayman of legislation 
now pending in Congress, after which Pro- 


fessor Bender stepped out of classroom char- 
acter to illustrate how showmanship can be 
adapted to modern business. 

R. C. Kash, editor, DISPLAY WORLD, 
stressed the necessity of recognizing the 
selfish instinct which motivates men and 
women and the wisdom of turning that in- 
stinct to good account in merchandise pres- 
entation. Dallas Schultz, representing the 
Chicago Display Club, told the program 
high-lights of the fortieth annual conven- 
tion of the I. A. D. M., to be held in Chi- 
cago August 1-5. Elton Pease offered the 
suggestion that the display profession needed 
to sell itself more firmly to merchandisers, 
and outlined methods whereby this result 
could be accomplished. 

Stensgaard took for his subject, “People 
and Things,” urging more scientific control 
of display and the elimination of hit-or-miss 
methods and guess-work. He referred to ex- 
periments now being conducted by his 
company and a manufacturer of optical 
supplies to determine why the eye reacts 
as it does to certain stimuli and how such 
reactions can be applied to display with 
advantage. 

An added entertainment feature was a re- 
markable demonstration by Jean, “the hu- 
man adding machine,’ who amazed the group 
by the ease and speed with which he added, 
multiplied, subtracted, and divided a jumble 
of figures. 


Chicago Lighting Firm 
Issues Brochure 

An attractive brochure on lighting has 
been published by Reflector & Illuminating 
Company, 1431 West Hubbard street, Chi- 
cago, Ill. Many actual installations of 
various types are shown. Copies are avail- 
able on request to the manufacturer. 





—Among the speakers at the fourth annual banquet of the Northern Indiana Association of 
Display Men, held at the Hotel Oliver, South Bend, April 12, were the men in the photograph 
above. Standing, left to right, Edward J. Basker, vice-president, N. |. A. D. M.; R. C. Kash, 
editor, DISPLAY WORLD; Erwin Hiffman, president, St. Louis Display Club; Frank E. Whitelam, 
R. H. Fyfe & Co., Detroit. Seated, Welsey C. Bender, professor of marketing, University 
of Notre Dame; Martin C. Altman, president, N. |. A. D. M.; Frank G. Bingham, treasurer, 
International Association of Display Men; Glee R. Stocker, president, |. A. D. M— 
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“THEY'RE 
OFF!” 


@ In a frenzy of excitement 20,000 people 
feel their throats dry, their hearts throb, 
every muscle taut under the terrific stress 
of watching the gallant thoroughbreds 
pound around the course. 

On every hand action commands inter- 
est. And there is nothing like action to 
draw attention to your product. Get life 
into your show window with a PENDU- 
LUM POWER UNIT. 


E 





The Pendulum Power Unit is wonderfully 
simple, adaptable, efficient, easy to in- 
stall. Can be arranged without difficulty 
to give various types of motion ... up and 
down, left to right, semi-circular and 
many others. Operating cost is practi- 
cally nothing ... less than a cent a day. 


Send for descriptive folder. 


“Motion Sells More Goods” 
MOTION DISPLAYS Inc. 


Divisicn of Mergenthaler Linotype Company 
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Color Harmony Is Keynote 
of st. Paul Store 


By J. D. TIMM 
Husch Brothers, St. Paul 





Even though an atmosphere of quiet ele- 
gance is maintained throughout Husch 
Brothers’ new store, nothing has been sacri- 
ficed to preserve the functional efficiency 
of the various departments. The reconstruc- 
tion of related departments on the various 
floors will add materially to the shopper’s 
ease and comfort. Without resorting to the 
bizarreness of the so-called “modern” period, 
a certain sense of freshness and crispness of 
design has been instilled into Neo-classic 
forms and unification has been accomplished 
in the color scheme by carrying oyster white 











as a dominant note throughout the various 
floors. 

On the first floor the richness of Amer- 
ican walnut fixtures contrasts against a 
neutral background and superstructure exe- 
cuted in softly blending colors. The lighting 
on this floor has been raised to approxi- 
mately eighteen foot-candles. The aisle ar- 
rangement is excellent and provides easy 
access to the sales sections. 

On the second floor the dominant archi- 
tectural treatment consists of unusual vari- 
ations of the Neo-classic motif, with the 
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slender fluted pilaster as an accented nute, 
The basic color scheme of the fixtures is 
dusty rose, with oyster white for cornices 
and pilasters. A bridal salon is carried out 
in corn yellow and oyster white. Balanced 
on the main axis of this room and occupy ing 
approximately one-third of the floor space is 
a refreshing Georgian tea room. Archi- 
tecturally, this room hearkens back to the 
beauty of the Colonial period, which was 
synonymous with hospitality and refined 
cuisine. This room, under the direction of 
M. A. Dittenhofer, and with its meticulous 
selection of decorations, furniture and drap- 
eries, makes a popular rendezvous for the 
elite of St.Paul. 

The entrance motif of the tea room was 
derived from historical precedents. The 
color treatment is based on a deep-piled bur- 
gundy carpet. The walls are done in Du- 
bonnet, ecru, and soft grays. The lighting 
is accomplished by means of interesting cut- 
glass sidelight fixtures. The furniture is 
traditional in both design and finish. The 
color harmony has been carried out in the 
table covers, while the silver and_ service 
have been carefully selected to blend with 
the character of the room. 

On the third floor the wall treatment is 
done in natural woods, contrasted with the 
characteristic oyster white. The large areas 
of the walls are covered with booked prima- 
vira veneers accented with ribbon mahog- 
any; the arrangement of the grain of these 
woods is especially interesting. The entire 
room retains a certain simplicity, grace, and 
atmosphere associated with Neo-classic arch- 
itecture. The furniture is done in fruit- 
wood, leathers, and deep velours, with the 
carpets in deep egg-plant color, and drap- 
eries in mauve-green. Venetian blinds com- 
plete the window treatment. 

The evening wrap salon is a gem in its 
combination of wood, veneers, and glass. 
The columnar treatment and the display 
niches in oyster white are the unifying fea- 
tures in this level. 

For the fourth floor a combination of sev- 
eral related departments has been brought 


— 


—The main, or popular, section of the mil- 
linery department of Husch Brothers is done 
in rose taupe and oyster white. Fitting 
tables are covered in white leather. A chest- 
nut brown rug for the entire department 
lends a unifying note and serves as an 
excellent foil for the blending colors used 
throughout the department— 


—One of the related departments on the 
fourth floor is the Junior shop. The enclosed 
racks provide a dual service—to serve as 
stock bins and to place the merchandise so 
that the customer has an easy choice of 
style and color— 
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about. To the right, one enters the millin- 
ery department, which, in turn, is divided 
into three sections each of which is arranged 
to complement the other. The French salon, 
another millinery section, is predominantly 
chartreuse and oyster white in color, while 
the main, or popular, section is executed in 
rose taupe and oyster white. The budget 
section is done in jade green with white 
entablateures. The floor covering is a rug 
in chestnut brown. The fitting tables are 
covered in white leather. 

The basic color scheme of this floor is 
beige and oyster white, with jade green door 
treatment. A formal salon is executed in 
turquoise blue, with mirrored cornices and 
the same tone of white as used throughout 
the store. The floor consists of a very un- 


—The dominant architectural treatment of 
the individual shops in the Husch Brothers 
establishment contains unusual variation of 
the Neo-classic motif in which the slender 
fluted pilaster is an accenting note. The 
basic color scheme of the fixtures is dusty 
rose accented with oyster white for the 
cornices and pilasters— 
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—Above is the stately entrance to the 

Georgian tea room. Following the simple, 

classic lines of the Colonial period, the tea 
room is a favorite meeting place— 


usual parquetry of natural blended oak. 
This floor has an indirect lighting system in 
connection with the merchandise bins, all 
combining to form a most unusual cornice 
effect. 

In traveling throughout the many shops of 
this store, one can not help but carry away 
vivid, lasting impressions of the various de- 
partments. The quiet refinement, the ele- 
gance of the furnishings and the interesting 
architectural background all combine to give 
the establishment a verve and animation 
which should make history in store design 
in the city of St. Paul. 


Show Card Class 
Opens in Yakima 

Don Havighorst, Valley Sign Company, 
Yakima, Wash., has started an evening 
course in show card writing. Thirty-five 
students have already been enrolled. 





Tacks 
Wallboard, 
Letters, 
Frames 





TACKER 


OR tacking wallboard, letters, frames, 
etc., display and sign men find the %4- 
inch Hansco Tacker saves time, labor, 


yf," ONE-HAND 


materials—and does a neater, better job! 
Solid, powerful, controlled blows leave 


ME no dents or hammer 


marks. Investigate. 
\ oat ord Ask for T-48 Folder 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Ave., Chicago 











STEVENSON ANIMOTOR 


Guaranteed Four-Shaft Motor For 
MOTION DISPLAYS 
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110 V.—60 Cycle—A. C. or D. C. 


FOUR DOUBLE-END SHAFTS 

Fast Rotary—50 r.p.m. 

Slow Rotary—6 r.p.m. 

Indexing—60°, 6 Stops 

2 Secs. Motion—8 Secs. Still 

Oscillation—70°, 10 Sec. Cycle 

Reverse Direction Each End 
Rubber Grommets, for use in mounting, 
eliminate vibration and _ insure silence. 
Flanged adaptor for direct connection of 
motion piece to motor—no cams, strings, 
belts, pulleys, etc. 
Used nationally by Kelvinator, U. S. Rub- 
ber, General Electric, Goodrich, Crosley and 
others. 


D. M. STEVENSON ENGINEERING CO. 


2842 W. Grand Blvd. Detroit, Mich. 
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—A description of the windows shown above will be found on the following 
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Wintersteen Speaks 3 
At Wichita Meeting ioe 

R. L. Wintersteen, Upson Company, Lock- 
port, N. Y., was the speaker of the evening 
at a meeting of the Wichita Display Asso- 
ciation on April 20. More than eighty men 
were present, including representatives from 
the local advertising clubs, lithographers, 
sig) men, and artists. Wintersteen dis- 
cussed modern display and gave a very in- 
teresting demonstration of the use of wall 
boards. 
The group met at the plant of the Cole- 
ma Lamp and Stove Company and made 
an ‘nspection trip through the firm’s display 
department, which functions under the direc- 
tion of H. W. Morton. The display division 
wa: in full operation for the benefit of 
the guests. A business meeting and refresh- 
ments followed Wintersteen’s talk. 
he Wichita group will meet again in 
May to witness a demonstration of screen 
process work. Complete operations will be 
shown, including illustrations of how knife- 
cut screens are made, as well as a demon- 
stration of photographic screens. The prin- 
cipal speaker will be J. A. Doughty, 
Sherwin-Williams Company. The ’ meeting 
will be held at the Coleman factory, the 
“clinic” being conducted by the company’s 
display department employees. 


} 


— 





New Seasonal Papers 
By Nalco 


Nalco, Inc., 116 East Twenty-seventh 
street, New York City, recently placed on 
the market some most attractive seasonal 
display papers. Three different effects are in- 
cluded. . One provides a surf panorama 
showing on-coming waves and a sky design 
in a multi-color combination. Another de- 
picts a “sandscape,’ showing a beach with 
sea shells in the foreground. The sand is 
shown very realistically. The final design 
gives a natural grass lawn effect. The 
papers come in roll form, with continuous 
design so that all or any portion can be 
used. 





Coronation Decorations Cost 
Selfridge's $125,000 

The most extensive exterior decoration 
plan ever used by Selfridge’s, London, was 
arranged for the coronation, of King George. 
Sculptored panels, paintings, a giant crown, 
and a figure of Peace 70 feet high cost an 
estimated $125,000. The services of nineteen 
sculptors were required for some of the 
work. 





—The upper left photograph on the oppo- 
site page is of a display of brightly colored 
frocks at R. H. Macy & Co., Irving Eldredge, 
display director. . .. At the upper right is a 
window created by Copeland Displays for 
the Italian Line. . . . At the central left, 
one of the two background units created by 
Copeland for Milgrim. . . . Central right, 
a most attractive Spanish setting for Rus- 
sek's. . . . The final photograph exemplifies 
the typical surrealistic display, if there can 
be such a thing as “typical” surrealism. 
However, this window, done by Polly Pettit, 
New York School of Display, for C. C. 
Gunther's Sons, followed the same idea ex- 
Pressed in a publication advertisement pre- 
pared by Kenyon & Eckhart, Inc., for the 
firm— 
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YOUR DEALER WILL PROVE THAT 


The Brischograph--makes you an artist--instantly 


T= BRISCHOGRAPH is an indispensable piece of equipment for every Poster Artist, Sign 
Man, Displayman, Cardwriter, Designer, Outdoor Plant, Commercial Artist, etc. 


The Brischograph is simple to operate, as the accompanying illustration clearly shows. 
(Guaranteed to be reproduced from unretouched photograph.) Simply by placing the 


Brischograph over Plate 143, illustration on page 239 of the new book, POSTER ART, by Duke 
Wellington, ten feet from the surface on which it was to be projected, the 9-foot projection, as 
shown, was obtained. Of course, larger or smaller projections are possible merely by 
lengthening or shortening the distance between the projector and surface and a simple ad- 


justment of focus. 


The projected picture can then be followed with pencil, pen or brush. 








The New 3/10 Model 


*20 


COMPLETE 


Any photo, magazine, sketch, 
etc., regardless of size, can 
be clearly projected to de- 
sired size, in perfectly de- 
fined detail, in natural 
colors, with reading matter 
from left to right as 
original. 


Visit your dealer today and 
ask to see the Brischograph. 
Better still, buy it and try 
it in your every-day work 
... if you do not find it all 
we claim—a worthy, time- 
saving addition to your 
equipment—return it in ten 
days and your money will 
be refunded. 


Send for our New Circular 
Showing “WHO’S WHO” 


THE BRISCHOGRAPH COMPANY 


ESTABLISHED 1926 


94 East Lakeview Avenue - » 


. COLUMBUS, OHIO, U.S. A. 








METAL COVERED MOULDINGS 





corrode or wrinkle. 
Steel Snap-on Mouldings. 


M 
E 
D 
A] Foil. 
L 
L 
I 
O 
N 





KRUEGER & HOC 


THE PIONEERS IN THE FOIL MOULDING FIELD 
Dull and Bright Silver, Gold and Copper. 


No Paper Backing. Permanent, will not rust, tarnish, 
Also Domestic Chromium, and Stainless 


The thing for Display, Poster work or modernization. 
Samples and prices by request. 


~ Permanent Stock Maintained on the West Coast 
Representative: RUDOLPH WUSTNER, 209 W. 17th Street, Los Angeles, Calif. 


448 FOURTH AVE. 
NEW YORK CITY 


Actual Metal 
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Rubberlite Announces Complete 
Line of Display Units 

Rubber Products, Inc., 529 South Jefferson 
street, Chicago, presents to the display field 
its Rubberlite line, consisting of mannequins, 
millinery heads, hosiery forms, and novelty 
display units. Rubberlite, in addition to 
quality in design, possesses a durability 
never before obtainable in units of this type, 
it is said. Literature will be sent upon re- 
quest to the manufacturers. 


Radio Station Uses 
Display Hook-Up 
Station WDRC, Hartford, Conn., believes 
in following through all the way in aiding 
its clients to make sales. Included as a 


regular part of its merchandising service 
is a system of contacting dealers in the 
territory covered through personal calls and 
direct mail, furnishing display cards, and 
providing for a series of window displays 
which are installed by professional display- 
men. 





Fair Store, Binghamton, 
To Be Remodeled 

Robert Heller, New York City industrial 
designer, has been selected to prepare the 
plans for a complete remodeling of The Fair 
Store, Binghamton, N. Y. Included will be 
new and improved lighting, special display 
backgrounds, and an extensive use of mod- 
ern merchandising colors. 
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Doint=-of-sale Gallery 
of National Displays 








—The magic of modern photography 
has been demonstrated in a huge 
photomural by the Kaufman & Fabry 
Company, Chicago, for the Ford Motor 
Company's exhibit at Miami. The cen- 
ter mural depicting a scene from the 
company's River Rouge plant was en- 
larged to a height of 23 feet 9 inches, 
from an original photograph 314 square 
inches in size. The young lady in the 
illustration holds the picture from which 
the mural was made. The enlargement 
is mounted on building board and can 
be removed for installation elsewhere 
without damage to the mural— 


* 


—The Bakelite Corporation's display at the 
seventh annual packaging exposition empha- 
sized the increasing importance of plastic 
materials for packaging. The booth proper 
was constructed of Formica (Bakelite lami- 
nated) in an array of colors. Red and 
blue predominated against a white back- 
ground, while a light yellow was employed 
to off-set the parade of colorful soldiers 
fashioned from a transparent and trans- 
lucent cast resinoid— 





—In an attractive display based around the color, charm, 
and romance of the tropics, A. Stein & Co., Chicago, per- 
suasively suggests the cool comfort of "Tropix" garters, 
suspenders, and belts for summer wear. Following through 
its plan, originated several years ago, of coordinating espe- 
cially designed merchandise, packaging, publication advertis- 
ing, and window displays, the company is planning for 10,000 
installations similar to the one illustrated— 


Move ro 








—'"They always look twice at a good 
baby picture." Johnson & Johnson capi- 
talizes to the full on this phase of 
human nature in their new display for 
baby powder, and past experience with 
the same type of illustration doubtlessly 
assures them -of their wisdom in the 
selection of subject matter— 
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— "Easy" is the word to use in describ- 
ing the assembly of this display. Kirk- 
man & Sons are using this counter 
set-up to tie in with the company's 
new advertising campaign entitled "Easy 
Street." Lithographed in full color by 
the Brett Lithographing Company, Long 
Island City, N. Y.— 


* 


—Designed and made by Kay Displays, Inc., 
this deluxe animated display is loaned to 
Reid's ice cream dealers. The unit is attrac- 
tively finished in eight pigment lacquer colors 
and is constructed of plywood. The soda 
fountain illustration is recessed in back of a 
celluloid window and is lighted by a flasher 
bulb. The figures enter the right hand side 
of the store empty-handed and emerge on 
the opposite side bearing packages of ice 
cream. Special reusable wooden transpor- 
tation cases, velour lined, are provided for 
packing— 
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Detroit Club Holds 


Executives’ Night 

On Tuesday evening, April 6, the Detroit 
Display Club held an “executives’ night,” 
with store owners, managers, and merchan- 
dise chiefs invited to participate in the event. 
Nearly one hundred took advantage of the 
opportunity and after a banquet at the 
L’Aiglon, Fisher building, were addressed 
by the following speakers : 

}. Lee Barrett, secretary, Detroit Con- 
yeution Board, who spoke on “The Value 
of Window Display to the Community;” 
Glee R. Stocker, St. Louis, president, Inter- 
national Association of Display Men; Frank 
G. Bingham, Robertson Brothers, South 
Bend, Ind., and also treasurer of the I. A. 
D. M., who discussed the progress being 
made by the association; George Westerman, 
Commonwealth Southern, Jackson, Mich., 
past president of the I. A. D. M. and its 
present chairman of the board, who talked 
on “Display.” 

Additional features of the program con- 
sisted of model draping by F. A. Anderson, 
assisted by Miss Ruth Crossfield, and a 
lighting demonstration entitled “The Main 
street store—past, present, and future,’ by 
Darrel Drury, Detroit Edison Company. 
Harry Cecil, master magician, entertained 
with feats of legerdemain. 

Harvey J. Campbell, president, Detroit 
Board of Commerce, served as master of 
ceremonies. 





Wagner Wins Another 
Display Contest 

George H. Wagner, George B. Peck Com- 
pany, Kansas City, Mo., has been named 
winner of a substantial cash award for first 
prize in a window display contest sponsored 
by Goldstein Millinery Company and O’Con- 
nor Millinery Company for display managers 
in stores having Goldstein and O’Connor 
departments. Featuring “poppy” hats, Wag- 
ner’s display used a color scheme of poppy 
red and white. 

Second prize was won by Ray Larson, T. 
S. Martin Company, Sioux City, Iowa, with 
the third award going to Raymond Slo- 
necker, Townsend, Wyatt & Wall, St. Jos- 
eph, Mo. The judges were J. Pollari, 
Charles A. Stevens & Co.; P. L. Wertz, The 
Fair, and H. C. Oehler, Wieboldt Stores, all 
of Chicago. 


C. S. Nichols Joins 
Rollman's, Cincinnati 

Formerly display manager for thirteen 
years with R. H. White Company, Boston, 
Mass., C. S. Nichols has taken charge of 
the display department for The Rollman & 
Sons Company, Cincinnati, Ohio. Prior to 
his association with White’s, Nichols spent 
five years with William Filene’s Sons Com- 
pany and before that was with Jordan- 
Marsh, both firms of Boston. 





Window Display Syndicate 
Opens New York Office 


A sales office, from which the Eastern 
division of Window Display Syndicate, Inc., 
will be operated, has been opened by the 
firm at 220 Fifth avenue, New York City. 
A. 5. Haugan, vice-president and secretary 
of the company, will be in charge. 
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Alleged F. A. A. Violation 
Includes Loaned Displays 

The Schenley Products Company has been 
charged by the Federal Alcohol Administra- 
tion with violation of the Federal Alcohol 
Administration act. The company, if found 
guilty, faces the possible suspension of its 
liquor permits. 

The specific offenses alleged by the F. A. 
A. include gifts of cases of gin to retailers, 
payment of cash bonuses to salesmen of 
wholesale liquor houses plus free trips and 
entertainment, and the loaning to retailers 
of elaborate window displays. The F. A. A. 
contends that these practices were adopted 
by Schenley to induce wholesale and retail 
liquor dealers to purchase the company’s 
products to the exclusion of competing 
brands. 


Man Sought For Murders 
Once Silvestri Employee 

Ned Silvestri, Silvestri Art Manufactur- 
ing Company, Inc., Chicago, has a particular 
interest in the nation-wide hunt for Robert 
Irwin, allegedly mad sculptor sought in con- 
nection with a triple slaying in New York 
City. Silvestri at one time was the em- 
ployer of Irwin, who worked for the well- 
known plastic manufacturer about six weeks. 
During this time one of Irwin’s assign- 
ments was to make up a statue of the “Spirit 
of Progress,” the original of which is now 
on top of the Montgomery Ward & Co. 
building, Chicago. 





Florida Druggists Claim Neglect 


By Advertisers 

The Dade County Retail Druggists Asso- 
ciation, Miami, Fla., is making arrangements 
for a local display company to handle their 
window displays during the coming sum- 
mer. The druggists assert that drug manu- 
facturers swamp them with display material 
during the tourist season, but neglect them 
through the other months. Miami’s summer 
population is around 130,000 and the re- 
tailers feel that such an amount of window 
circulation is not to be overlooked. 





"Window-Within-Window" 
Is Novel Setting 

W. W. Yeader, display manager for E. M. 
Kahn & Co., Dallas, Texas, recently used a 
novel window display in which a miniature 
window was placed in the center of the 
regular display. Tiny mannequins, about 
12 inches high, wore exact duplicates of the 
garments on the regular figures posed on 
each side. The miniature display was com- 
plete with palm trees, grass mat, and 
flowers. 





Furniture Store Modernization 
ls Booklet Theme 


A new booklet entitled “Furniture Store 
Modernization—What to do and how to do 
it,” has just been released by the Masonite 
Corporation, Chicago. Compiled by Robert 
Heller, industrial designer, New York City, 
the manual contains twenty-four pages and 
is well illustrated with photographs, floor 
plans, and layouts. 
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 MICALITES | 


| 
Ideal For Window Display 
and For Interiors 


GLOBES « BELLS | 
STARS 


and many other decorative ob- 
jects. Made for lighting, and 
other decorations. In all colors. 


Transparent — Fireproof 


Write for Information 


* 
M. H. LEVINE CO. 


32 West 27th St. New York City 








IT 
VARI-TONE 
VARI-BAR 


The Better Corrugated 
Display Material 


Two New and 
Colorful Designs 


Send for Descriptive Booklet DW-2 Today 


Vv 


ACME REY-TRIM CORP. 


305 E. 46th St. New York, N. Y. 


















What MOTION? 
what speed s 
WRITE us your display anima- 
tion problem. State what motion 
you want and we will tell you 
which standard SpeedWay “Flea 
Power" Motor and which SpeedWay 
motion Mechanism will give it 
most effectiveness—and still be the 
most economical for you. 
Complete line of dependable Back- 
geared motors Turntables, and Mech- 
anisms developed for DIS- 
PLAY ANIMATION. 
Write for New Catalog Sheets! 


SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 
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Fit the Window Card 








May, 1937 








To the Merchandise 


It will be noticed that on three of the 
cards shown below straight script lettering 
is used throughout, except for the notation 
as to on what floor the merchandise may 
be found. Script was selected advisedly, 
because it always seems to be more inti- 
mate and more in keeping with feminine 
apparel. While cards in script do not have 
as much “punch” as those using a more 
rugged form of lettering, such as would be 
employed where price is the big factor, for 
a card in which style must be the dominant 
selling idea script conveys the message in a 
very pleasing way. 

These same three cards have other fac- 
tors, aside from the copy, designed to catch 
the roving feminine eye. For instance, on 
the one reading “Capes have their fling on 
Easter’s smartest suits!” the lettering ap- 
peared over an Easter lily design. A mask 
was cut and placed over the card in the 
desired position, after which the spatter ef- 
fect was applied. To obtain smooth spatter 


ee ‘ sgt 


By ELMER H. THIEMAN 
Display Service Studio, St. Louis 


work the nozzle of the airbrush is opened 
wide and the air pressure cut down. The 
lily naturally was in the same shade as the 
body of the card, a light purple. The spatter 
was done with black paint, and the lettering 
was in white. The main body of the show 
card was pasted onto a background of lighter 
tint, and across the bottom two narrow 
strips of “moulding” were glued. 

“Our sports shop takes pride in colorful 
prints,’ was the slogan of another card. 
Done in straight black and white, the card 
had white strips at the top and bottom to 
relieve the sombreness of the poster. The 
strips were of white card stock, cut as re- 
quired and glued in place. 

Somewhat more elaborate was the third 
window card in which script played a pre- 
dominant part. On the left side of the deep 
pink background, three planes were built up, 
consisting of narrow strips of cardboard 
ranging in color from the lightest mauve to 
the deepest blue-purple. The panel on 


which appeared the copy, “Meet spring in a 
cloud of chiffon,’ was also on a dificrent 
plane than was the background. 

Much the same technique employed for the 
“spatter card” discussed above was _ used 
for the poster, “It’s ‘String-Time’ for seek- 
ers after sun.” In this case, however, the 
palm trees were outlined by airbrush in the 
usual way. The word “String-Time” was 
in black, striped with white. At the lower 
left-hand corner, blue board in much the 
same color as was used for the airbrush 
work was glued on. 

The last card for discussion was made up 
of three eccentric circles of cardboard, with 
white for the inner circle, dark green for the 
second, and a pale green on the outer circle. 
In the rear a rectangular panel projected at 
the top and also slightly below the bottom 
of the card. This panel was in a contrast- 
ing tone of green. Copy on the card read, 
“Open your coat to disclose spring gaity by 
‘Lampl.’” 
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DISPLAY 


Unbreakable “Rubberlite” has a background of years in its development. Smart in 
design, beautifully finished, our complete line reflects the value gained thru experi- 


ence, and is recognized as the approved standard everywhere. 


As the pioneer in the industry, “Rubberlite” stands first in quality, design and dura- 
bility. Hosiery and shoe forms of “Rubberlite” are fast replacing the brittle types 
made in other mediums; hand, heads, and figures are no longer exposed to the 


hazard of breakage. 


Let your jobber acquaint you fully with the complete “Rubberlite” line and its ¢ 


advantages, or write for literature. 


RUB 





BER PRODUCTS, INC. 


529 S. JEFFERSON STREET, CHICAGO, ILL., U. S. A. 





Butterick Offers Trip 
As Contest Prize 


Butterick Patterns, 161 Sixth avenue, New 
York City, is offering an all-expense-paid 
airplane trip to the winner of a display con- 
test being promoted by the company in con- 
nection with its “Best self-dressed woman in 
the world” competition. Nineteen | cash 
awards will also be made to displaymen. 
Store patrons entering their own particular 
contest are offered a variety of prizes, topped 
with an all-expense-paid tour of Italy. But- 
terick will lend a beautiful miniature ship 
and airplane to any store for display pur- 
poses. Complete information can be obtained 
from R. C. Gilbert, in care of the sponsoring 
firm. 





“Progressive Meeting 
For Crandic Club 


Of the same nature as a “progressive” 
bridge party was the April 22 meeting of the 
Crandic Display Club, composed of display- 
men of Cedar Rapids and lowa City, lowa. 
A luncheon session was held in Reich’s Pine 
room, lowa City, for club members of that 
community, augmented by representatives of 
the local Chamber of Commerce and Retail 
Merchants bureau. A dinner meeting fol- 
lowed at the Montrose hotel, Cedar Rapids, 
with an excellent attendance. 

Guest speakers at both affairs were R. O. 
Johns: n, president of the Chicago Display 
Club and display director for the Common- 
wealth Edison Company, and J. D. Williams, 
editor, Merchants Record. Johnson chose as 


his topic, ‘Mothering Merchandise,” while 
Williams discussed ‘Compensation.’ The 
speakers were introduced in lowa City by 
Moie Hamburger, Strub’s Department Store, 
and president of the Crandic club, and by 
Ed Urbans, Bremer’s Men’s Store. 
Entertainment at the dinner was provided 
by a colored rhythm team and by original 


piano arrangements by George Moran, Jr., 
son of the Crandic Display Club’s former 
secretary. After the meeting those present 
adjourned to “The Barn,” where display was 
discussed informally. 

Among the displaymen in attendance at the 
dinner were Max Berck and George Kuch- 
aro, both of Des Moines. 








Electric Water Fountains 






é 
» 


Big selection of attractive de- 

signs--Self-contained--Portable 

--No piping needed--Also 
RENTAL SERVICE. 


Small Electric Pumps 





for Rock Gardens, Displays, etc. 
Mail Coupon for FREE CATALOG 


ee ee eran ’ 
SPIEGEL DISPLAY CO. 
521 W. Monroe St., Chicago. 
Please send catalog of Electric Fountains and 
Small Electric Pumps. 
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A friendly handshake is the best assurance 
of respect and good will. Chicago is again 
happy to demonstrate this conviction by 
extending a cordial greeting and an ad- 
vance word of welcome to the members of 
the International Association of Display 
Men who will meet in convention in Chi- 
cago at the Hotel Sherman, August 1 to 5, 
1937. 

Your association is to be congratulated in 
selecting Chicago as the place for your con- 
vention. Nowhere on the continent is there 
a more strategically located meeting place. 
Over 60 per cent of the nation’s retail stores 
are located within a night’s ride of Chicago 
and their buyers spend more than five bil- 
lion dollars in that market annually. 

Chicago has become the great inland capi- 
tal of the merchandising world. State street 
and Michigan avenue retail areas, combined 
with the proximity of the Chicago wholesale 
market districts and the city’s manufacturing 
trades, give double significance to this city 
as a common meeting ground for all who 
are interested in trade. 

You also are to be complimented on the 
excellent choice of date, for the week of 
August 1-5 will see Chicago at its best. 
Centennial Jubilee celebrations commemo- 
rating the 100th anniversary of Chicago’s 
incorporation as a city will reach their peak; 
retail store windows will be filled with most 
interesting and inspiring displays of the 
new fall merchandise; 3,200 wholesalers and 
manufacturers will stage their fall openings. 
And just as the newest in merchandise will 
everywhere be shown, so also will be count- 
less interesting and unique displays and pro- 
motional ideas of particular interest to dis- 
playmen. 

It is stated of Chicago that this city does 
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By PAUL W. KUNNING 


Chicago Association of Commerce 


more to aid the retailer in the resale of 
merchandise than does any other market. 
This will be particularly exemplified during 
the coming fall market opening. 

During the week of August 1-5 there will 
be staged numerous trade shows and mer- 
chandise exhibits in addition to the individ- 
ual openings mentioned. Nationally re- 
nowned style shows in banquet settings will 
show the creative ability of leading Amer- 
ican designers. Two great gift and art ware 
shows will make Chicago the Mecca of the 
nation’s gift and art ware buyers. There will 
be variety goods shows; exhibits of 5 cents to 
$1 merchandise; of house frocks; lamps, 
chinaware and pottery; all arranged for 
quick, complete, convenient buying and af- 
fording unparalled opportunity for study 
and comparison for the store executive in- 
terested in display. 

The retail affiliate of the Chicago Asso- 
ciation of Commerce, the famous Interstate 
Merchants Council, meeting at the Hotel 
Sherman in Chicago the week of August 1-5, 
will, as usual, be the hub of all market 
activities. Members of the International 
Association of Display Men will have an 
opportunity to participate in these meetings 
and to enjoy the entertainment. 

Plans for the coming I. M. C. convention 
are already under way. They are in charge 
of a special market committee of the Chicago 


—Delegotes to the fortieth convention of 
the |. A. D. M. will be made most com- 
fortable, judging from these photographs 
of an alcove suite and a twin bedroom 
at the Hotel Sherman. Located at Clark 


and Randolph, the Sherman is within a 

few steps of dozens of points of interest, 

while the famous College Inn is within 
the hotel itself— 
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Chicago Welcomes I1.A.D.M. 
Fortieth Convention 


Association of Commerce, which has prom- 
ised to make this far superior to any of the 
thirty-one conventions which have preceded 
it. 

Prominent mention of the displa;men’s 
convention will be made in all outgoing lit- 
erature. Through this and other means the 
Association of Commerce will endeavor to 
convince even the most recalcitrant “boss” 
that the year will be an absolute failure 
unless the displayman attends the Chicago 
convention. 

Based on past experience and upon the 
whole-hearted cooperation which the firms 
in the Chicago market always grant the As- 
sociation of Commerce, not less than 300,000 
pieces of outgoing literature will carry the 
name of the International Association of 
Display Men, together with the place and 
date of their convention. This in itself is 
considerable of a promotional campaign. No 
stones will be left unturned to help make 
your convention a success: 

In closing, may I voice the appreciation 
of the Chicago Association of Commerce 
and of myself for the leadership which the 
displaymen have provided in directing this 
nation on the road to better times. We can 
not exactly weigh their contribution to our 
economic progress. We can not say ex- 
actly how much of the credit is theirs; 
much belongs to some other store execu- 
tive. Yet a substantial share of our mer- 
chancising. successes and of the progress 
we have made in raising the average stand- 
ard of living to a point not reached 
elsewhere is due to those in charge of our 
displays. They have contributed mightily to 
the welfare of this nation and for that con- 
tribution all producers and all consumers 
are deeply grateful. 
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For Really Inspired 
DISPLAY IDEAS 














Catalog 


A COROCRAFT 
PRODUCT 


Seasonal suggestions ! Summer 
suggestions! Suggestions for 
every month in the year! 


Our AIR CONDITIONED 
ICICLE, Beach, Sailboat and 
Sea, Greensward and Blue 
Birds are outstanding exam- 
ples of display material that is 
clicking right now! 


Send your name... we'll send 


the catalog! 


WINDOW ADVERTISING, Inc. 


National Sales Agents 
Room 702 


175 Fifth Ave. New York 

















ARTISTIC DISPLAY MFG CO. Inc. 


301 WEST 54TH ST. 
NEW YORK 


yS o¢ 
os set 
"wh! All styles 


of wood, chrome 
metal faced and cata- 
lin letters in stock and 
made to special order also on 


COLORED MIRROR BACKGROUNDS 





















FEATURING 


A COAT FORM 


designed by 

Goodman’s 
A slot is provided 
on shoulder of 
Coat Form to slip 
n i Sleeve Form tab 
ations for Men’s, into slot, giving a 
perfect shoulder to 


Boys’ and Wom- a 
en’s wear display. @ garment displayed. 


Goodman Flexible Sleeve Form Co., Mfrs. 


217 West 125th St., New York. N. Y. 
DISTRIBUTORS WANTED 


“NEW -°e 


Beautiful Interchangeable Price Markers 
Ivory—Green-Red—Blue—Black—Silver 

@ New Idea @ New Material @ New Style 
Complete sample assortment on request 


FIXMOBIL Display Art, 303 4th Ave., N.Y.C. 






‘ | 
SLEEVE FORM 
A COAT FORM | 
A BASE 
A DICKEY 
A TURNTABLE 


5 most modern cre- 















“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wlsconsin 7-4887 
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Please Mention DISPLAY WORLD 
When Writing Advertisers 
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Appeal of Fountains 
Is Universal 

Many displaymen are turning to the foun- 
tain as a means of adding smooth, unob- 
jectionable motion in their window displays, 
according to the Spiegel Display Company, 
Inc., 521 West Monroe street, Chicago. 














The constant flow of water is purely dec- 
orative and enhances, rather than detracts 
from, the display since the beauty of foun- 
tains has appealed to mankind from the 
earliest times. 

Spiegel fountains are entirely self-con- 
tained and are portable, since no pipe con- 
nections are required. The water is re- 
circulated by an electric pump at exceed- 
ingly low operating cost. All working parts 
are concealed. A variety of sizes and styles 
are stocked, as illustrated in a brochure 
issued by the company. 


Dick Staines Wins 
Display Contest 

First prize of $100 has been awarded 
Richard A. Staines, Vandever Dry Goods 
Company, Tulsa, Okla., by Brauer Brothers 
Shoe Company, St. Louis, for a window en- 
tered in a “Paradise” shoe display contest. 
Staines’ victory came in the classification for 
cities of 75,000 population and over. For 
the group of from 25,000 to 75,000 popula- 
tion $100 was won by Bikle’s Shoe Shop, 
Inc, Hagerstown, Md., while the smaller 
cities’ division award of the same amount 
went to Smith’s, Ada, Okla. More than 
100 entries were received by Brauer Brothers. 


J. W. Teter Joins 





Cooperative 
Formerly with McAlpin’s, and more re- 
cently with May Stern & Co., both of Cin- 


cinnati, J. W. Teter has joined the organi- 
zation of Cooperative Displays, Inc., of the 
same City. 








IBCOFOIL 


The NEW FOIL 
MOULDINGS 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver and copper foil, 
both bright and satin finish. 


This will duplicate all of our chrome num- 
bers and also others to specification. 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 
mouldings manufactured anywhere. 





DEALERS SEND 
FOR DISCOUNTS 


CIRCULARS AND PRICES 
ON REQUEST 


BERLIN’S “IRBECO” 
CHROME MOULDING 
100 inb'niw'reatoxes 100 


Our No. 606 


Per 100 Ft. 
y%” | $4.00 
* .. $5.00 
lb $6.00 











The first thought for Artists’ and Sign Writers’ Supplies 





309 V. 44th ST. new YORK CITY, 








EXCELS FOR DISPLAY 
ACADIA BRAND 


FELT 


The choice of leading displaymen for 
background covering — panels — lettering 
and applique effects. Edges do not fray. 
A wide selection of shades. 


WRITE FOR 
FREE DISPLAY BOOK 
AND 
COLOR CARD 


WESTERN FELT WORKS 


4029 Ogden Ave. - - - Chicago, Ill. 
42 E. 20th St. - - - New York, N. Y. 


| A RMMRNNRNIER iB neti 


Wg ALL KINDS 
Of, : “Ames Has Them All” 
TE ta 


ASK FOR NEW CATALOG 
do ¥' 2 
need. 
























Ames Metal Moulding Co. 
219 EAST 144th ST. NEW YORK 
Telephone: MElrose 5-0973 
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A few of our items: 


@SAND CLOTH 
@GRAVEL CLOTH 
@PARCHMENT VENETIAN 










e SHADES 
e@FISH NET 
MAHARAM @PLYOPHANE 
CAN FILL @GRASSTEX 
EVERY @GRASS MATS & CLOTH 
DISPLAY eCORK CLOTH 
NEED @AWNING STRIPES 
@BAMBOO POLES 
s @HALF TUBES 


@SUMMER CRASHES 
@FLEX-O-CREATIONS 


Samples and Prices on request 
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N. ¥.—130 W. 46th St. 
Chicago, 6 E. Lake St. 
Boston St. Louis (DeSoto Hotel) Cleveland Detroit 











Display Contest 
Announced 

Clarence S. Brown & Co., Inc., 40 Worth 
street, New York City, has decided to spon- 
sor a window display contest in which a 
total of $200 in cash prizes will be awarded. 
The displays must feature Brown’s “air-con- 
ditioned” fabrics and “air-parel,” or mer- 
chandise made from these products. The 
contest is divided into two groups, with 
identical prizes for each: one, department 
stores and specialty shops; two, haberdash- 
ers. First prize is $75, while the second 
award is $25. All entries must be accom- 
panied by a photograph of the window. The 
closing date is June 30. 





New "Daylight" Lamps 
Introduced 

A new line of artificial daylight lamps has 
been placed on the market by the Barkon 
Tube Lighting Corporation, Seattle, Wash., 
and its subsidfaries, Barkon-Frink Tube 
Lighting Corporation, Long Island City, 
N. Y.. Unlike the usual type of daylight 
lamps, which are combinations of incan- 
descent bulbs with filters and are therefore 
said to be subject to variations because of 
voltage changes and bulb life, the illumina- 
tion from the Barkon lamp is due to an elec- 
tric discharge in carbon dioxide. Frank 
W. McGinnis, formerly with Claude Neon 
Lights, Inc., is president and general man- 
ager of the New York firm, while Thomas 
J. Killian, Ph.D., is executive vice-president 
and director of research. 
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°**Personality Displays®* 
Boost Sales 


By ED RILEY 
American Sponge & Chamois Company, New York City 


Sponges and chamois skins have always 
been staple and from the very beginning have 
been so handled from the producer right 
through the retailer. 

A few years ago our company decided to 
do about the only thing we felt was left to 
bring our lines out from under the counter 
to the top. This was to individualize our 
lines and to dress them up. 


Rinne RBG 
ANNA ANDY - 
CHAMOIS 





—tThe electric chamois salesman, a com- 
bination flasher and dispenser; contained 
in a neat, substantial varnished cabinet— 


Individualizing them consisted of giving 
our small sponges for home and personal 
use the name of “Anna” sponges, and of 
calling the larger sponges for heavier duties 
“Andy” sponges, and by originating two cute 
figures to illustrate the two names. For 
chamois we combined the two figures as 
“Anna-Andy” chamois. 

To the sponges we attached a hanger tape 
and wrapped each one in cellophane in which 
we enclosed little booklets. While these 
were not as elaborate as those put out with 
perfumes and other items showing a larger 
mark up, they are nevertheless the handsom- 
est that have ever been packed with sponges. 
There are four series of these booklets, one 
for Anna shoe sponges, another for Anna 
sponges for personal and bath use, another 
for Anna sponges for household use, and a 
fourth for Andy sponges. 

For the chamois skins we created a brand 
new colorful comic strip envelope. When 
one compares the dull-looking type of en- 
velope in which chamois skins were formerly 
packed with the colorful envelope we now 
use, it explains why our chamois sales the 
past year have gone up by leaps and bounds. 

We do not, by any means, however, give 
all the credit to the packaging. We believe 
a large part of the credit for both dealer 
and consumer acceptance of our Anna-Andy 
line is due to our display containers. Orig- 
inally we put out an easel type of holder 
for Anna sponges and a basket type counter 
container for Andy sponges. The _ basket 
container has been a huge success but the 
easel holder could not be adjusted to the 
various sizes of sponges. We very quickly 


changed over to a counter box small enough 


to be given space on a counter and large 


enough to hold a fair assortment of Anna 
sponges. 
The results shown in 1935 by the above 


mentioned packaging and display cont:iners 
encouraged us for 1936 to put out our Amsco 
theatre flasher, showing Anna and Andy 
using sponges and chamois for their clean- 
ing and polishing jobs in and out of the 
house and around the car, and we are sure 
this display has done much to boost our 
sales. 

For 1937 we are offering “Miss Amsco,” an 
Einson-Freeman easel display, holding an 
actual chamois in our Anna-Andy envelopes. 
This easel comes packed with five assorted 
chamois retailing at from 50 cents to $1.50, 
and even before we sent out a single piece 
of literature on it our men had _ booked 
orders for large quantities. 





—The "Amsco" salesgirl speaks for her- 
self; the easel displays the actual pack- 
age—the product is put up in a colorful 
cartoon envelope which has human inter- 
est and good counter display value— 


This year, in addition to “Miss Amsco,” 
we are also offering an electric chamois 
salesman and dispenser. This is an E. J. 
Hayden production and everything so far 
points to its becoming one of our best 
sellers. 

There can be no question that these dis- 
plays are helping our sales. The proof of 
our opinion of them is that we are using 
more of them each year. ; 

They most certainly have succeeded i 
bringing our lines from under and_ behind 
the shelf out in front where the wu/timate 
buyer can see them. 





Boyd Will Represent 
Kehoe Fixtures 

Charles T. Boyd, Seattle, Wash., has been 
appointed a representative of the Kehoe Fix- 
tures Company, San Francisco. 
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36x72 32 ROW 
Green Grass Mats *1-% ist 
Special discounts in dozen and hundred lots 
to Jobbers and Dealers 
Special Sizes and Colors in 24 Hours 
Other 
DISPLAY MATERIALS 
Made on premises are 
PALMS, HEDGES, TREES, 
WREATHS & FLOWERING SHRUBS 
All Materials Strictly Fireproofed 
eC 
BOTANICAL INDUSTRIES 
OF AMERICA, INC. 

123 W. 20th St. New York City 
ye SPECIAL FOLDER and SAMPLES on Request 
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Use Modern Die-Cut Display Letters 

for sales producing displays, signs and show 

cards. 

Cork, Felt, Poster Board, Gummed 

Paper, ete. Attractive colors to make your 

selection from. 

Millions of letters in stock at all times in mod- 

ern styles and desirable sizes. Catalog free. 

FELT LETTER STUDIOS, MFRS. 
538 South Wells Street Chicago, Illinois 
PHOTOGRAPHIC ENLARGEMENTS 

From photographs or printed matter. For window 

and counter display. Mounted or unmounted. 

NEW YORK SOLAR PRINT CO. 

Since 1907 
30 Cooper Square New York City 
Smart Interchangeable Metal 
Satin Numerals and Letters Chrome 
Manufactured by 
0” Combination Produets Co. 
a 64-74 WEST 23RD ST. NEW YORK CITY 
7 Actual samples sent on request 
far ¥ ’ 4 
ou spend goo 
est ARDBOARD money for adver- 
tising cutouts er 
: counter merchan- 
1S- : ss EASELS dise displays. It 
ol 1s economy to use the Stand Pat Easel, with 
n special lock feature which insures it against fall- 
g ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
in live your display card. Write for samples today. 
nd Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
ate 





—when in need of 


FANCY PAPERS 


Plain, printed, corrugated, coated and all display ac- 
Cessories, address your inquiry to our new address. 


bes JOSEPH E. PODGOR COo., INC. 
616 | Market St. Philadelphia, Pa. 
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Thompson Wins 
Display Contest 

James W. Thompson, Treat Hardware 
Corporation, Lawrence, Mass., has been 
awarded first prize of $50 in the annual 
window display contest held in connection 
with the observance of Baseball Week, and 
sponsored by the Sporting Goods Dealer 
magazine, St. Louis, Mo. 

Second prize in this contest, which drew 
hundreds of dealers in the sporting goods 
field into the whirl of competition, was 
awarded to L. E. Summerton, Memphis, 
Tenn., for his display at Sauer’s Department 
store. Third prize was awarded to John 
D. Greaven, A. G. Spaulding & Bros., New 
York City. 

Other prize winners include: H. F. Wes- 
cott, I. E. Swift Company, Houghton, Mich. ; 
Harold Baker, James Bailey Company, Port- 
land, Me.; Paul Lubbers, Recreation Equip- 
ment Company, Springfield, Ohio; Bill 
Burke, Keenan Sporting Goods Company, 
Peoria, Ill., and Karl Kneis, Stix-Baer & 
Fuller, St. Louis, Mo. 





Vancouver Club Debates 
Display Problems 

Much interest is being shown by members 
of the Vancouver (B. C.) Display Men’s 
Club in a series of debates on display ques- 
tions. On March 8 the debated subject was 
“Resolved that moving displays are worth 
the space they occupy.” An earlier topic 
was on the advantages and disadvantages 
of open and closed displays. 

Stan Clarke, B. M. Clarke, Ltd., is presi- 
dent of the Canadian club, with Walter 
Rimes, Henry Birks & Sons, as vice-presi- 
dent, Ben Clarke, B. M. Clarke, Ltd., treas- 
urer, and Irvin Jones, Bell-Craft Displays, 
as secretary. 


Eppy, Kay Displays, Inc., Reports 
Improved Display 

Samuel B. Eppy, Kay Displays, Inc., New 
York City, recently returned from a survey 
of department and specialty stores in over 
100 cities throughout the country. He re- 
ports a tendency among stores to divide 
display responsibilities between window and 
interior display managers. Interior display 
thinking with a merchandising slant is upper- 
most. Individual shops, modern fixtures, 
good lighting, “good housekeeping,” and 
merchandising interior displays are improve- 
ments, he states. 


John Paver Leaves Traffic 
Audit Bureau 


John Paver, former chief-of-staff, Traffic 
Audit Bureau, has become manager of the 
field service department of National Out- 
door Advertising Bureau, Inc. For well over 
a year Paver had been engaged in carrying 
on a national survey of window display cir- 
culation. He was formerly chief engineer 
and secretary of Outdoor Advertising Asso- 
ciation of America, Inc. 


Pocatello To Have 
Display Club 

F. E. Birreli, regional director of the 
Pacific Coast Association of Display Men, 
is forming a display club for his home city, 
Pocatello, Idaho. 


SCIENTIFIC 
WINDOW 
COVERAGE 


Our facilities make it possible to 
plan a window display campaign with 
the same certainty of what you are 
getting as on your publication adver- 
tising. 

Our Associate Offices offer a knowl- 
edge of local retail conditions which 
assures the best locations everywhere, 
whether the campaign be national, 
regional or local. 

Our installation service combines 
professional skill with methods which 
assure uniformity of all displays. 

For list of our 142 Associate Offices, 
covering 6,087 cities and towns, write 


WINDOW ADVERTISING, INC. 
AND ASSOCIATES 


175 Fifth Ave. 560 W. Lake St. 
New York Chicago 
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SELF- 


ctor TINSEL 


The Most Outstanding Item for This Event 


DIS-PLAY-WELL, INC. 


23 EAST 22ND ST. NEW YORK CITY 
969 McCarter Highway, Newark, N. J. 
Send for Samples 








Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a_ postal 
will bring your copy. 


)Bert L.Daily 


122 E. Third Street 
DAYTON. OHIO 


JUST A REMINDER! 
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CREATIVE DISPLAY AGENCY? 
—SO WHAT? 
[Continued from page 15] 

After several meetings in which the blame 
is passed from one department to another it 
is finally decided that aside from the extra 
cost, it would take from seven to ten days 
to redesign the sketch to conform with 
lithographic requirements and to obtain the 
most possible from the lithographed sheet. 

This extra cost of redesigning the display 
may not prevent the purchasing department 
from giving the job back to the art studio. 
But then as always happens, there are the 
salesmen, jobbers, and dealers—all of whom 
are writing in for the display material. The 
window space in many cases has already 
been contracted, and this delay of two weeks 
might cost the advertiser considerably more 
than running the job as it is. Now the main 
issue is speed. Too much time has already 
been wasted. They must get the job out as 
soon as possible. 

The job is finally delivered and _ the 
executives of the company feel that quite a 
bit of money was saved by having the 
sketches prepared within the organization. 

Little do they realize that if the actual 
amount of time spent by the high-salaried 
advertising manager and sales promotion 
manager in getting this display made up was 
considered, that they would not be getting 
such a bargain. Of course no one would 
dare point out to them that with proper 
planning and supervision from the start, 
about one and one-half times the display 
material could have been obtained for the 
same price. However, they still do not 
believe in display agencies! 

If one could only make the executives of 
our advertisers realize the fact that it will 
cost the lithographer just as much to run a 
good job in eight colors as it does to run a 
bad job in eight colors. The same applies 
to the finishing. The railroads and trucking 
companies, too, charge just as much for 
shipping the display material whether the 
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idea is good or not. Finaily, when it comes 
to window trimming and window space, it is 
going to cost just as much to trim a window 
in which a bad display is going as it costs 
to trim a window in which a good display 
is placed. 

The proof of the pudding is in the eating. 
In the same way the proof of the display, 
so far as “attention getting” and “merchan- 
dising” are concerned, is in the salesmen re- 
ports, jobber, dealer, and general public 
reactions, and finally in the percentage of 
increased sales which can be attributed to 
this particular display. 

Don’t practice false economy; don’t try to 
stint at the very foundation of the display— 
the source—the creative display agency. 

If a job which you create yourself costs 
$1 per unit and another job created by an 
outside source costs $1.10 or $1.15 per unit— 
don’t let this 10 or 15 cents stand in the 
way of a good creative job. For once the 
shipping, window installation, and other 
costs are added to the initial purchase price, 
the cost per unit may rise to from $3 to $5— 
so that the 10 or 15 cents does not become 
10-15 per cent increase on the job—but only 
3 or 4 per cent and sometimes even less. 

Another very important factor to be con- 
sidered is the increase in sales which can be 
ascribed directly to this particular window 
display. If your own display only sells 
from $3 to $5 worth of merchandise—and 
the other display, which costs about 3 per 
cent more, sells from $20 to $50 worth of 
merchandise, this other display will more 
than pay for itself. 

Most purchasing departments of our ad- 
vertisers are very competent and they usually 
know the cost of a display and what per- 
centage of profit the display agency is mak- 
ing on it. There is no danger at all of the 
advertiser being overcharged, or overpaying 
because of his dealing with this outside 
source. 

It is up to you advertising managers and 
sales promotion managers to think this mat- 

















OPPORTUNITY EXCHANGE 








AGENTS WANTED 


Sales Agents contacting depart- 
ment stores to handle a reputable 
line of display lighting equipment. 
Outline 
specifically térritory covered. 


“BOX E. W.” 
Care DISPLAY WORLD 


Several territories open. 


DISPLAYMAN WANTED 


Displayman and card writer at once. 
Thorough department store experience— 
men’s and women’s clothing, dry goods. 
Background builder. In city 100,000 near 
Chicago—store doing half million volume. 
Give references as to ability, etc. Middle- 
west applicants only. Opportunity for 
advancement in salary and responsibility 
for outstanding man. 


Address “‘P. J.” 
Care DISPLAY WORLD 








LEARN TO LETTER SIGNS AND 
SHOW: CARDS 
Complete Course $1. 


NORTHEASTERN SCHOOL OF 
LETTERING 


Box 561 - - - - Bangor, Me. 








BRAZILIAN DISPLAYMAN 
Who has good experience in displaying 
men’s wear offers his services. Letters to 
SENOR EDGARD 
Loja A Exposicao Praca Partiarcha 1 
Sao Paulo - - - Brazil 
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ter over carefully. If you need legal advice 
you go to a competent attorney. If you 
need medical advice you go to a competent 
physician. If you need advice about plan- 
ning an advertising campaign you cal! in 
your advertising agency and work in con- 
junction with them. In the same way, ii you 
want to turn out good selling displays, and 
if you don’t want your firm to have the :epu- 
tation of just throwing any sort of p»int- 
of-sale advertising material at your de: lers, 
go to a competent, reputable creative di-play 
agency which will work side by side with 
you—to help you plan, create, and supc “vise 
the production of this dealer help maierial 
in such a manner as to give you the :nost 
out of your display dollar. 





Frank Bingham Announces 
l. A. D. M. Candidacy 


Frank G. Bingham, Robertson Brothers, 
South Bend, Ind., for the past three vears 
treasurer of the International Association of 
Display Men, in a letter to DISPLAY 
WORLD formally announces his candidacy 
for election to the office of president of the 
national body. The election will be held at 


the fortieth annual convention, Chicago, 
August 1-5. 
Bingham, whose activity on behalf of 


the display profession has made him well 
known in the field, studied display with a 
Chicago school. His first job was with an 
Elgin, Ill., store which was later sold to a 
chain organization, Bingham then opening 
his own display and sign shop in Elgin. 
Selling his business in 1929, he became dis- 
play manager for Ackemann’s, of the same 
city. About three years ago he accepted a 
position in the same capacity with Robert- 
son Brothers, where he has remained. Inci- 
dentally he is among the few displaymen 
who own stock in their organizations without 
being related to the management. 

Bingham is the author of many display 
articles which have appeared in the trade 
journals, and for the past ten years has 
been a member of the I. A. D. M., Northern 
Indiana Association of Display Men, and 
the Chicago Display Club. 





Annual Tennis Week 
Display Contest 

National Tennis Week will be observed 
for the sixth consecutive year from May 22 
to May 29. Sporting goods dealers will 
compete for trophies offered annually by 
The Sporting Goods Dealer, St. Louis, Mo. 
for the best window display featuring the 
event. First prize award in last year’s 
window display contest went to L. E. Sum- 
merton, for the Tommy Bronson ‘Tennis 
Shop, Memphis, Tenn. 





Display Course Offered 
By Dennison 

The Dennison Manufacturing Company, 
Framingham, Mass., has placed on tl mar- 
ket a five-lesson correspondence course 1 
display. Design, color, and other phases 


the work are covered interestingly, it 's said. 
The lessons are available either throu! out- 
right purchase or in connection with ‘1¢ usé 
of Dennison products. 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 
i to supply the latest authentic informa- 
bout anything in the display line in 
you are interested. If you do not find 
eds listed on this blank, write a sepa- 
ter. If we do not have the information 
nt on file, we'll find out for you. Avail 
f of our service facilities without cost 
vation. This service includes an analysis 
display problem. 


7 Air Brushes 

'] Airpainting Equipment 

_| Animated Signs 

_] Artificial Flowers 

_] Artificial Snow 

_] Backgrounds 

[] Background Coverings 

{] Booths, Floats and Exhibits 

[] Brushes and Pens 

{] Card & Mat Board 

|_|] Cardwriters’ Materials 

[] Color Lighting 

(] Crepe Papers 

|] Cut-out Letters 

[] Cutting Machines 

[] Decorative Papers 

{] Decalcomania 

{] Display Furniture 

[] Display Forms 

{] Display Racks 

[] Drawing Boards 

(] Enlarging Projectors 

(] Fabrics and Trimmings 
Fixtures 

[| Flags and Banners 

(] Foils 

[] Fountains 

[j Grass Mats 

[] Invisible Glass 

[] Lacquering Outfits 

[] Lamp Coloring 

(] Lithographed Displays 

_] Mannequins 

[| Mouldings 

!] Metal Sheets 

[] Millinery Heads 

() Motion Displays 

_] Motion Mechanisms 

(| Natural Foliage 

[] Pageants & Exhibits 

[) Plaques (Window) 

(] Papier Mache Specialties 

() Photographic Blowups 

|_| Plastic and Composition Pieces 

Price Cards—Tickets 

Price Ticket Holders 

Sale Banners 

Socks—Window 

Show Cards 

Show Cases 

Show Case Lighting 

Signs—Card Holders 

Signs—Brass—Bronze 

Signs—Electric 

Sleeve Forms 
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(] Store Designing 
C] Store Fronts 

(] Tackers 

(] Time Switches 

_) Turntables 

( Valances 

_] Wall Board 

[] Window Drapes 
_] Window Lighting 
[] Wood Carvings 


you wish a copy of their catalogue? 
you plan to remodel your store soon? 
you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


by aN Ge EE OLD cae ors RN 
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Display Supply Company 
Opened By Matzer 

Andrew Matzer, formerly display manager 
for F. & R. Lazarus Company, Columbus, 
Ohio, and for Thalhimers, Richmond, Va., 
has opened a display supply house at 107 
East Long street, Columbus. A complete 
line of fixtures, fabrics, papers, etc., will be 
carried. Matzer has also started a display 
and sign writing school at the same address, 
the courses consisting of evening classes 
only. 


New Tacker Catalog 
Issued 

A new catalog has just been issued by the 
A. L. Hansen Manufacturing Company, 5041 
Ravenswood avenue, Chicago, showing the 
latest model tacking and stapling machines 
manufactured by this company. Of special 
interest is the “A-L” tacker which is an 
entirely new departure in tacker design. 
The attractive catalog contains sixteen 
pages. It is available on request direct to 
the manufacturer. 





Animated Display Brochure 
Is Published 

“Animated Display Advertising” is the 
title of a new brochure issued by the dis- 
play division of Stanley & Patterson, Inc., 
150 Varick street, New York City. The book 
is a sales manual on the subject of display 
animation and has much practical informa- 
tion, with research data, dealer surveys, 
graphs, and the like. It is illustrated with 
photographs of diversified types of animated 
displays. A copy will be sent on request. 


M. L. Singer 
Joins Ad-Ex 


M. L. Singer is now associated in an exec- 
utive capacity with Ad-Ex Displays, Inc., 
533 West Twenty-fourth street, New York 
City. Singer was formerly general manager 
of the exhibits department at Ivel Displays 
and is also known for his noteworthy crea- 
tions at the Philadelphia Worlds Fair in 
1926, Chicago Century of Progress, and 
many others. 








Solomon Leaves 
Adler 

Maurice I. Solomon, formerly display man- 
ager for the Adler Shoe Company, New 
York City, has resigned to accept a position 
as display manager and stylist for Sten- 
chever’s, operators of stores in New Jersey 
cities. Solomon’s successor at Adler’s has 
not been named. 


Chicago Display Firm 
Changes Location 

The Window Display Fixture Company, 
formerly at 657 Milwaukee avenue, Chicago, 
has taken larger quarters at number 758 in 
the same street. 


Ad-Pro Changes 
Location 

Ad-Pro Displays, Inc., designers and 
builders of displays and exhibits, has moved 
to 525 West Twenty-sixth street, New York 
City. The firm was formerly located at 6 
East Seventeenth street. 





















SEASONABLE 
DISPLAY PAPERS 


NALCO SURF PANORAMA— 


48 in. high, 25 ft. long, in roll form. 
made on a heavy grad> of stock. On- 
Com'ng Surf and Sky Design; Realistic 
Blue, Green and Wh'te color comb:na- 


tion. $2.75 per roll. 


NALCO SANDSCAPE — 


26 in. wide, 23 ft. long. in ro‘l form, 
showing Natural Beach and _ Shells; 
Realistic Sand Coloring. $1.25 per roli. 


NALCO GRASSCAPE — 


26 in. wide, 25 ft. long, in roll form, 
showing Natural Grass Lawn Effect; 
Bright Green Color. $1.25 per roll. 
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116 EAST 27™STREET 
nEW YORK 


PHONE 


© MUrray-Hitt 5-2687 


LEARN 


WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


| HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 








The Fountain Air Brush 


The AirBrush of the Particular Artist 


= 





The World’s Standard Air Brush for 
Over 40 Years 
Fasy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Il. 
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SILDORE NOVELTY CORP. 
66 East 8th St. New York City 


Makers of 
Tite Grip—Shed Proof—Slit 


Cellulose Curtains and 
Exclusive Decorative Garland 


Made of 


Cellophane 


TRADE MARK 
THE DUPONT CELLULOSE FILM 


For Window Display 


and Interior Decoration 


MILEO 


MANNEQUINS 


A new and complete line of flexible 
and rigid models. 








The choice of discriminating display 
men and retailers. 


Factory and Showroom Now Located at 


7 West 36th Street, near Fifth Avenue 
New York City 











ne Unique VALANCE 


_ Get away from the old, 
cut and dried valance 
arrangements. With 
Windowphanie (and a 
pair of scissors) you 
can make distinctive 
valances for less money. 
Adaptable to small 
shop or large _ store. 
Designs for every pur- 
pose (carved glass ef- 
fects). Applied directly 
to window. No dust 
or breakage Pennies 
for a stamp will save 
you dollars in valances. Write for free sam- 
ples and illustrated catalogue. 


D. W. MALZ, 65 Fifih Ave., Mew York City 








Background Displays Built To Your Sketch 
Also 
SCROLL & FILIGREE CUT OUTS 


CATALIN, WOOD, Cut Outs for the Dept. 
CARDBOARD Store and Silk Screen 
LETTERS Process Industry. 


American Display & Novelty Co. 
20 West 22nd Street, Dept. D. 5, New York, N. Y. 











CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 


FINISHES 


More Beautiful 


IN MANY BEAUTIFUL 
and Less Expen- 
sive than Hand 


CONL IN 
Ni LIN Cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 








FIND YOUR FRAMES AT 
AMES. ... All shapes and sizes. 


ASK FOR NEW CATALOG 


AMES METAL MOULDING CO., Inc. 


219 EAST (44th STREET NEW YORK, N. Y 
Telephone MElrose 5-0973 
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WASHINGTON DISPLAY CLUB 
COMPLETES ORGANIZATION 
[Continued from page 23] 
display club by Gude Brothers, outstanding 
Washington florists, as a congratulatory 
gesture. The flowers were later presented 
to Miss Marranzano as one of the prizes 
offered during the evening. Theatre tickets 
for the play, “First Lady,” were awarded to 
F. G. Christel of the Sport Mart. A $5 
prize for merchandise from Lansburgh & 
Brother was received by Fred T. Smerheim, 

Lerner Shops. 

Letters of congratulation from Glee R. 
Stocker, president, International Association 
of Display Men; R. C. Kash, editor, DIS- 
PLAY WORLD, and J. Duncan Williams, 
editor, Merchants Record, were read at the 
meeting. 

A buffet supper, given by the Becker 
Manufacturing Company to the club, fol- 
lowed the business session. 

Further impetus was given the display 
club movement in Washington when a spe- 
cial luncheon meeting was held May 7, at 
the Mayflower, to discuss a proposed mem- 
bership drive. Mark Lansburgh, vice-presi- 
dent, Lansburgh & Brother, declared his 
intention to aid in the effort to get each 
retail merchant to pay the I. A. D. M. mem- 
bership fee for all display managers and 
their assistants. He added: — 

“Having a local unit of displaymen is a 
wonderful opportunity for you to get to- 
gether, to know one another so that you may 
be able to call each by his first name, and 
to discuss the problems which confront you 
in your daily trials. Affiliation with the 
International Association of Display Men 
will help you in many ways. I, personally, 
will do everything I can to cooperate with 
you.” 





Glolite Corporation 
Changes Location 

The Gloiite Corporation, Chicago, has an- 
nounced the removal of the firm’s factory to 
Waukegan, Ill., and the general offices and 
display room to the fifteenth floor of the 
Merchandise Mart, Chicago. The factory will 
consist of a three-story building of about 
67,000 square feet. 

The expansion of this company has been 
very rapid under the direction of Leo Alter, 
president; I. I. Ritter, vice-president, and 
John Frei, Jr., secretary-treasurer. The lat- 
ter will have complete charge of manufactur- 
ing operations at Waukegan, with R'tter in 
charge of sales at weed Mere manda Mart. 


Boston Company 
Expands 

The New England Decorators’ Supply 
Company, Boston, Mass., has taken over 
the entire building 1n which it has been lo- 
cated, in order to accomodate its numerous 
departments handling various types of display 
equipment and material. The construction 
department has also been mcntieaien 


Putnam Directs 
Ivey's Display 

The window and interior display of Ivey’s, 
Inc., new department store for Asheville, 
N. C., is under the direction of Ray Putnam. 
The store opened May 1. 
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Chicago Advertising Club 
Stages Display Show 

Starting April 28 and continuing for three 
days, a display “carnival” was held by a 
number of Chicago display producers at the 
Hotel Sherman. The affair was under the 
auspices of the Chicago Federated Advertis- 
ing club. The exhibit was designed  spe- 
cifically to illustrate point-of-sale material as 
a definite media. Among those partici rating 
were Zipprodt, Inc., Dennison Manufaciuring 
Company, The Display Guild, Window Ad- 
vertising, Inc. Magill-Weinsheimer, and 
Window Display Syndicate, Inc. 





Maharam Creations 
Well Received 


Maharam Fabrics Corporation, New York 
City, announces that as a result of tiie en- 
thusiasm created for their Flexo creations 
advertised in DISPLAY WORLD, tcerrito- 
ries for dealers have been rapidly absorbed, 
New importations consist of fifty-two-row 
special grass mats 3 feet by 6 feet. The firm 
also announces that its “Chromflex” spe- 
cially processed sheets have been made up 
in checker designs, adding a rich and at- 
tractive effect at only a slightly higher 
price than regular sheets. 





Index to Advertisements 
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Acme Rey-Trim Corp 

American Display & Novelty Co 
Ames Metal Moulding Co 

Artistic Display Mfg. Co 

Bakelite Corporation 

Basson's, Inc 

Berlin & Co., Irving 

Botanical Industries of America 
Brischograph Co., The 
Combination Products Co.. 
Conlin Co., 

Daily, Bert L 

Dis-Piay-Well, Inc 

Felt Letter Studios 

Fixmobil Co., The 

Goodman Flexible Sleeve Form Co 
Hansen Mfg. Co., 

International Assn. of Displaymen.... 
Koester School, The 

Krueger & Hoch 





Maharam Fabric Corporation 


Motion Displays, | 


New York Solar Print Co 
Nonpareil Company, The. 
Opportunity Exchange 
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Redikut Letter Co 

Reeder-Morton Publications, Inc......... 
Rubber Products, Inc 

Service Bureau 

Service Directory 

Siegel, Nat 

Sildore Novelty Corp 

Speedway Mfg. Co 

Spiegel Display Co 

Standpat Easel Co 
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Western Felt Co 

Window Advertising, Inc 
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